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FRINK 


bronze footlight 


reflector in 


window of 


Lord & Taylor 
New York City 





For many years Lord & Taylor's Fifth Avenue 
store has been noted, in a street of . notable 

stores, for the unusual beauty of its window dis- 

play. It is a,commentary on the recognized ex- C 
pertness of Frink, in the realm of window illumina- 
tion, that in Lord & Taylor's, as in dozens of other » 

prominent department stores and specialty shops 

along the Avenue, you will find Frink window 

lighting equipment. Over 70 years of experience ae : 
with window lighting problems is yours for the [ge eee hoe TI CON 


: > tes = oe ye Seg 
asking. Consult us now. L17°@ D \dge PD epzemmerelenan 
Long Island City, New York 
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DALMENBERG wc. 


‘introduces 


the new 


eugenie 


influence 

























in a modern 
mannequin model 


A renascence of a | 9th century fash- 
ion has been decreed—a new sil- 
houette created. ‘The individuality 
of this new mode is causing quite a 
stir. Every window will display this 
new note... . every woman will 
want to see it. The smart PAL- 
MENBERG EUGENIE MANNE- 
QUIN bespeaks originality and 
smartness, it is the ideal display for 
an ideal fashion trend. Priced rea- 
sonably at 


0 je 





in millinery display stands, too 


the EUGENIE influence is em- 
bodied. A jaunty sculptured 
head tops off an extremely 
smart and modern metal stand 
and base. Essentially designed 
for the new “Second Empire” 
millinery. A _ fixture every 


exclusive shop will use. Moder- 
NEW YO RK ately priced at 
1412 BROADWAY 


.00 
CHICAGO 20 


234 S. FRANKLIN ST. 


BOSTON 


26 KINGSTON ST. 










































































IN THIS ISSUE 


“The advertiser is interested in honest 
installations and buys honest installa- 
tions. If the service man fails to fulfill 
his exaggerated promises, the advertiser 
has every right to question the service 
man, even to the extent of questioning 
‘the installations.”” The above statement 
is made by Sol Fisher in his timely 
article, “Beware of Sales Puffing,’ 
page 10. 


* * * 


Hugh Carter, display Manager, The 
John Gerber Co., Memphis, Tenn., wants 
to know how displaymen use national 
window display material. Hugh, to give 
the displayman a few hints, suggests a 
few displays and speaks of the merits 
of each trim. His ideas are very true 
and should be followed by more display- 
men. Page 21. 


*x* * 


Do you want to know how felt is 
made? Do you want to follow the 
development of felt from its beginning 
as a fabric to its use today in window 
displays? We think you do, and we 
have arranged with the Western Felt 
Works, Chicago, to present “‘The His- 
tery of Felt.’”” This presentation, which 
includes modern displays, is found on 
page 24. 


* ok x 


We know you are going to like 
“Dutch.” His first cartoon will be found 
on page 47, while a presentation of his 
show card work will be found on the 
two following pages. “Dutch” is doing 
an exceptional job with show cards. We 
expect him to go far with his art. 


* ok Ok 


OUR NEXT ISSUE 


Wm. H. Harrison, Harrison Wind-O- 
Display and Decorating Co., Oklahoma 
City, Okla., speaks with force on ‘Things 
to Consider.” The problem being con- 
sidered is the young man entering into 
the business of display installations. 
Mr. Harrison says: “The field of display 
is so big it is easy to realize why so 
many young displaymen try to organize 
a display service company without a 
fundamental knowledge of what such 
a service company should be.” He then 
explains, in a very clear manner, some 
of the requirements. This is a presenta- 
tion of the subject that the installation 
field has been waiting for. Watch for it. 


* * * 


“While many utility companies have 
not yet adopted a definite program for 
window and store displays, because they, 
unfortunately, have not come to realize 
their tremendous value, there is a general 
trend toward this phase of advertising.” 
R. M. Angell, display supervisor, New 
York Power and Light Corporation, talks 
on the subject of “Dramatizing Utility 
Appliances,” and illustrates his talk 
with actual reproductions of his dis- 
plays. Utility displays step forward in 
this forceful presentation. 


* * * 


Don’t forget “The Ensemble Back- 
ground Designs,” “Readapting the Dis- 
plays That You Like,” and “Appropriate 
Background Displays.” They appear 


each month in DISPLAY WORLD. 
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Make Your Window Displays Sell § R: 


Morel! This Book Will Help You! M 
 titR?HiC  —— as : 


SCHACK’S NEW FALL BOOK OF 
DECORATVIES Did you get your copy? Its the 


greatest Book on the subject of 
Window and Store Decorations we have ever published in 
all our 38 years of unbroken service to the Retail Merchant 
and Displayman. 








—24 pages printed in 4 color process printing and illus- 
trating a great variety of New Fall Decoratives that fairly 
sparkles with Newness and Originality. 











: : This Is the Big Wonder Book 
Send for this New Fall Book now and let it help you put That Will Be Mailed You Free 


the selling punch in your displays. on Request. Send for It Today. 
Ask for Book DF-2. 


SCHACK ARTIFICIAL FLOWER CO. | 


LOOP SALESROOM MAIN OFFICE 
319 W. VAN BUREN ST., 5TH FLOOR CH | CAGO 319-327 W. VAN BUREN ST. in > 
and | 
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Give POISE to your Displays 
with these life-like forms 


Wwitt 
. . . in 
ALANCE... poise... a feeling of action—these are the things is very 


which attract the passerby—which make him stop to study that th 
your merchandise. and aa 


Display men the country over are using Fairy Forms to add the pas 
a touch of life to their hosiery displays. Molded in the propor- tion of 
tions of the well-shaped human leg and foot, the Fairy Form the mo 
stands poised on its weighted toes—balanced without even more 
requiring support. Fairy forms are made of light-weight Fairy- more g 
lite—so smooth that they can’t injure even the sheerest chiffon— It is 
easily kept clean, simply with a damp cloth. individ: 


Fairy Forms are made in nine models, for men’s, women’s and hacker 
children’s hosiery. If your jobber can’t supply you, write to us the effe 
for a copy of our interesting booklet, “The Fairy Form Family.” of the « 


SHOE FORM COMPANY, INC., Auburn, N. Y. the bud 


Licensed Manufacturing Branches: reflect 

, , , UNITED LAST CO., Ltd., Montreal, Que. i} covera 
All types of hosiery, including the Northampton Paris Frankfort Melbourne O ‘ 
new sports hose, are smartly displayed England France Germany Australia ur 


on the women’s NeHi shown bere. (the ty 
Height, 161% in. Price, $6 a pair. the : 
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Right Out of the 
Mail Bag 


“Printed below is 
letter and our reply.” 


DISPLAY WORLD: 

Enclosed -you will find an object of much discussion 
in our class of window display. We have argued pro 
and con on the use of the black background with the 
flowers in the front of it as shown in the two lower 
display windows pictured here. Would you be so kind 
as to advise us on the correct or incorrect use of such 
display material? 

LEO M. LIBERMAN, 
Armstrong College of 
Business Administration, 
Berkeley, Calif. 


ITH all due regards to the creators of the displays 

in question, the average American show window 
is very mediocre. Our impressions of displaymen are 
that they are trimming windows to please themselves 
and not to bring the customer into the store or make 
the passers buy, which, after all, should be the func- 
tion of a window. The more people a window stops, 
the more people that are influenced into a store, the 
more people that actually buy from a display, the 
more successful the window. 

It is very hard to criticize the display work of any 
individual from the standpoint of backgrounds. The 
background work is usually limited to a budget and 
the effects resulting depend entirely upon the ability 
of the displayman to create and the ability to stretch 
the budget. Seemingly, the majority of windows but 
teflect the displayman’s failure to secure adequate 
COVE rage. 

Our one criticism of the unit type background, 
(the type used in both displays in question), is that 
the .brupt jump from permanent window background 
to uiit background is frequently too severe and as a 
dire t result the customer cannot’ study the merchan- 
dise due to background contrasts. After all, the back- 
roind, as the name implies, must be a background, 


. 
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What They Ask and 
What We Think 


“These two displays were the object of a heated 
discussion in a class of window display.” 





and when it steps forward and becomes more promi- 
nent than the merchandise itself, the resulting displays 
are not good examples of merchandise dramatization. 

The only way to successfully utilize the unit back- 
ground in windows is to keep it subdued and if pos- 
sible to effect a style that will harmonize with the 
permanent background, blend into it, etc. 

Quoting from the WINDOW DISPLAY MAN- 
UAL, “Too often the merchandise display is lost in 
the customer’s observation of the background; too 
often the power of the background fails in its attempt 
to present merchandise even though it be an artistic 
success for its creator,” and “The unit background 
idea after a time seemed insufficient—there seemed 
to be something missing. The customer could visual- 
ize the suggested atmospheric idea, but behind the 
scene was the old permanent display and unfortunately 
in many cases the suggestion of cut-out scenes, cut- 
out water, sand and trees appeared sadly out of place 
in front of a period background.” 

From a resume of the contents of this letter you 
can form your own conclusions of what we think of 
the two backgrounds in question, but to be even more 
specific, the backgrounds are too prominent, they 
over-shadow the actual merchandise trim, they have 
failed in their purpose of presenting merchandise in 
their success of presenting themselves. 

A background is successful only when it acts as 
an accessory to a display. When it tells its story in 
a simple way, when it affords a definite tie-up of 
goods, when it is atmospheric to the extent that it 
suggests the actual use of the merchandise without 
distracting from the goods, then you will find a suc- 
cessful window. 

We are not in a position to critically analyze the 

(Continued on page 68) 
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Visit 





The DISPLAY CENTER 
CHICAGO 


BRANCH OF THE DISPLAY CENTER 
-- OF NEW YORK ~<—-- .--  - 


+ 


Direction of FRANK D. MAXWELL CO. 





at 126 South Franklin St. 


Extensive displays of new creations in wood and metal 
fixtures from our own new modern factory and studios at 
535 Canal Street, New York. >» > >» ’ > 





Complete stocks of beautiful new display fabrics 
and decorative papers for immediate delivery 


CHICAGO REPRESENTATIVES 





H. J. MAXWELL - H. L. SCOVILLE 
DISPLAY CENTER 
NEW YORK - : - CHICAGO 


1440 Broadway, New York 126 So. Franklin St., Chicego 
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The Apartment Shop Simplifies 
Apartment Hunting 
Pr oblems By MORTON M. SCHWARTZ 


THE HENRY MANDEL COMPANIES, 
NEW YORK CITY 








—The large “Apartment Shop” 

window is a masterpiece. Vis- 

ualize, if you can, a dull red brick 

background, black floor and black 

casement frame windows, hollow 

steel rods and white cut-out 
letters— 











—The arrow marks the location 

of the Apartment Shop. The 

Mandel Apartment developments 
are “spotted” on the map— 




















TROLLING down Fifth Avenue or riding 

5 atop a bus, you can’t get by Thirty-sixth 

Street without noticing “The Apartment 

E Shop,” the shop created to simplify the prob- 
lem of apartment hunting for busy New Yorkers. 

fil The show windows—eight of them—are used to 

exceptional advantage, and, as the reader can judge by 

g the display pictured above, the use of metal moulding 

O 





and cutout letters, so expressive of modern displays, 
made the Apartment Shop windows outstanding and 
delightfully different. Blasé New Yorkers were not 
accustomed to seeing apartments exploited in a shop 


ANDEL RESIDENTIAL 
menner, and, naturally, the plan met with immediate eetnmon 
success, nO Nite nronses 


g° Of the eight windows, but oneshows a view into an 
aciual apartment—the one picttffed here. The other 
- seien are devoted to architects’ drawings of the apart- 
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On entering the shop you were informed: “Here Lo 
are a group of typical apartments. They have been under 
—London Ter- brought directly to you from the great Henry Mandel bound 
race, the world’s residential developments in Manhattan. You are saved and T 
largest apartment . : 
faerie all those weary hours usually spent in going from one sevent 
location to another when you are home-seeking. Here, apartn 
in the heart of the shopping district, you see apart- with b 
ments, aetual size, fully equipped, in all their intriguing cent g 
liveableness, exactly as they are in the Mandel buildings New | 
throughout mid-Manhattan.” Ot 
Of course, the extensive Mandel apartment devcl- mig | 
ments have many more room arrangements than it is while 
; possible to show here. But these are representative. ress, 
They have all those distinctive features that housel 
have made the Mandel apartments famous circulz 
—the extraordinarily convenient arrange- teleph 
ments, the spacious rooms, the large closets, Pa 
unique dressing rooms, scientifically de- Fifty- 
signed kitchens, exceptional bathrooms, Avent 
broad casement windows recessed and con- Park, 
cealed radiators, and many others of those reside 
thoughtful touches for which the apart- struct 
ment dweller longs, even to a glimpse of maste: 
the gardens, which are to be found in every Withi: 


Mandel development where space permits. 


—A ga 
-—-Not every apartment is deco- house 
rated in a period manner. This also f 
living room in a Chelsea Corners’ Shop.” 
apartment is influenced by the makes 





modern trend— 









. 
—This view is of a living room ia 
a two-room London Terrace 
apartment. The appointments are 
in perfect “Georgian” style— 




























ment buildings, signs exploiting the plan, 
and floor plans of the apartments. The 
displays featuring the architectural draw- 
ings framed the drawings on the center of 
a large black panel which occupied the cen- 
ter of the background. The balance of the 
background was curtained with a graceful 
hanging material with metal moulding, in- 
troducing the name and location of the 
apartment building in question. 

The two small windows on each side of 
the entrance carried large signs in front of 
a fabric background. The signs were 
about three feet wide and five feet high, the top cut 
to represent the New York skyline. The message, 
white cutout letters, on one sign read: 






Typical 
Henry Mandel 
Apartments 










London Terrace 


—Stairway at the 
at Chelsea Corners “Apartment 
Parc Verdome Shop” which 


leads from the 
: F first floor to the 
Reproduced in full size floor below— 






MANDEL 
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London Terrace is the largest apartment colony 
under one roof in the world. It covers the entire block 
bounded by Ninth and Tenth Avenues, Twenty-third 
and Twenty-fourth Streets, its buildings towering from 
seventeen to twenty stories high. It contains 1,671 
apartments, ranging in size from one to seven rooms, 
with beautiful penthouses atop the towers. Its mannifi- 
cet gardens, nearly 600 feet long, constitute one of 
New York’s great beauty spots. 

Outstanding among its many features are the swim- 
miug pool, gymnasium, solarium, restaurants and shops, 
while the personal services available include maid, wait- 
ress, page, porter, laundry, valet, package delivery, 
household repair, radio shop, news service, 
circulating library, complete intra-mural 
telephone system and many others. 

Parc Vendome, on Fifty-sixth and 
Fifty-seventh Streets, just west of Eighth 
Avenue, around the corner from Central 
Park, is rising as one of New York’s finest 
residential developments. Outstanding in 
structural grandeur, it will be a magnificent 
masterpiece of French chateau architecture. 
Within its walls the same beauty of con- 


—A garden, suggestive of a pent- 
house or an apartment group, is 
also found at the “Apartment 
Shop.” Just another touch that 
makes Mandel Apartments. so 
desirable— 






































—Entrance hall- 
way which leads 
from the Fifth 
Avenue entrance 
to the shop— 





DISPLAY WORLD 





—Parc Vendome, 
one of New 
York’s _ finest 
residential devel- 
opments— 











—A view of the living room in a 
one-room and kitchen apartment 
at Parc Vendome. The furnish- 
ings are “Early American”— 


struction will prevail, combined with the 
last word in appointments and attention to 
every nicety of detail. 

Chelsea Corners, the great development 
which is transforming the skyline of Sev- 
enth Avenue from Fourteenth to Twenty- 
third Streets, has been called, most aptly, 
“an.island of homes surrounded by trans- 
portation.” In its incomplete state, it will 
be one of the most tremendous residential 
projects in New York history, occupying 
seventeen corners, including four block 
fronts in the half-mile of its extent. 

Already five of the buildings are completed or under 
construction. Three more will be started this year. 
Nine more are to follow. Every one of them will be a 
typical Mandel building, with all those features which 
make Mandel apartments outstanding, the suites rang- 
ing from one room to the magnificent penthouses. And 
they are located in the most accessible district in mid- 
town New York, five minutes from Times Square and 
eight minutes from Wall Street by subway, within 
walking distance of the theatre and shopping areas. 
Every form of transportation to every part of the 
metropolitan area is at the door. During the past ten 
years Manhattan went “suburban” and lost over a 
million inhabitants, but now they’re coming back. 
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Put It Away “Till 
Spring 


By A. ROEDER 
DISPLAY DIRECTOR, 
THE WM. H. BLOCK CO., 
INDIANAPOLIS, IND. 


HAT dé Fou do when you find a good display 
idea? Do you cut it out and file it away 
for future use? Or, do you make a mental 
note of it and think you will remember it? 

However, which ever you do, how long do you keep 
the idea? 
So many displaymen make the mistake of putting a 


good idea, an idea that can be used immediately, away , 


for next year. And like the straw hat window on this 
page and the Father’s Day tie window on the next 
page, the majority of men that consider these displays 
worthy of reproduction will take them, and like the 
song— 
“Put it away ‘till spring, 
The birds will then be singin’ ; 
Put it away ’till spring, 
Good news, I'll then be bringin’,” 
—when they can take these two ideas and create pow- 
erful sales displays for fall. 
Who said the straw hat window, for example, must 
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—Look at me and smile, but reproduce 

me in a fall hat display and then smile 

when the sales start rolling in. What I 

did for the Wm. H. Block Co., I can do 

for you— 
—Thirty-two pieces of 1x6x18 inch lum- 
ber was used by “Roeder” when he made 
these “straw hat” display heads. The eyes 
are composed of silver Christmas tree 
balls, the ears a piece of bent tin. The 
face design is painted on the block. For 
“fall felts’ a good effect would be to 
paint the faces of creme flesh tint, with 
the features painted to harmonize with 
the hats—black hats, black features—grey 
hats, grey features, etc.— 
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Give DAD A 


—A displayman must be more than just a 

displayman to create displays. The idea 

is very important, it must be good, it must 

be sound, it must tie-up with the goods 

being sold, but, most important of all, it 

must be executed properly. Feature this 

display poorly executed. Picture a rough. 

cut-out head; picture poor shading in the 

design of the features; visualize poor 

merchandise arrangement, and you can 

understand what we mean— 
—The fact that*I resemble a man is all 
that is necessary. True, my features are 
merely suggested, but, like my boy friend 
on the other page, we sure sold the mer- 
chandise— 











be used for straw hats? Why won't it display felt 
hats as well? It, by the way, is almost a perfect ex- 
ample of “perspective” in a display. Seemingly, the 
window is heavy on the right as the greatest merchan- 
dise height has been confined to that side of the win- 
dow. But this height has been offset by the merchan- 
dise sign at the left front and a group of hats on the 
left background which sort of frame the merchandise 
price. The lack of merchandise display at the right is 
taken care of by the group of three hats “down front.” 

If I were to use this same idea for a display of fall 
felts, I would improve the balance of the window by 
running a perpendicular sign of cut-out letters—FALL 
FELTS—tright up at the left front of the window 
where the “stylish straw” sign appears. This would 
help balance the “hill of merchandise” on the right of 
the window. 

The use of the “Father’s Day” tie display is a little 
more difficult. Of course, it will make a fine window 
of —GIFTS FOR DAD—with niches cut into the face 
of the calendar between every head in which appro- 
priate gifts will be displayed. 

Another idea for FALL FASHIONS would be to 
use the calendar for September, the head effects for 
ties and hats and the niches for style merchandise Or, 
to set the calendar “up-front” with a large niche cut 
at one side in which a clothing group could be placed— 
the calendar divisions would continue right across the 
face of the calendar. Should the heads be used for 
hats it would be necessary for them to be placed for- 
ward to prevent any interference with the background. 

The old saying, “There is nothing new under the 
sun,” is sort of put to shame when a displayman starts 
using perspective in displays. 
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Beware of Sales 


Puffing 


By SOL. FISHER 
FISHER DISPLAY SERVICE, 
CHICAGO, ILL. 


N this era of “modern business,” it is surpris- 
ing that window display service men still 
avail themselves of the practice of “sales 
puffing” and promising most anything to the 

advertiser to secure an order for window installations. 
Whether or not these promises or “sales puffing” are 
reasonable or can be carried out, is of no concern to 
the service man. His sole thought is—get the busi- 
ness now and worry later. He forgets that a promise 
unfulfilled reflects on his general reputation. 

The advertiser is interested in honest installations 
and buys honest installations. If the serviceman fails 
to fulfill his exaggerated promises, the advertiser has 
every right to question the serviceman even to the 
extent to questioning the installations. 

In a recent case, there was brought to the writer’s 
attention a ‘display service who submitted a sample 
display which should be classed as a “super display.” 
This sample window which costs about $5.00 was 
quoted at the ridiculously low figure of $1.50. In this 
particular case, the advertiser questioned the display- 
man as to his honesty and representations, and as to 
his ability to make a profit. After all this was done, 
the advertiser gave the order to a competitor who 
made an honest representation. 

Various display services have designed and sub- 
mitted to advertisers specimen displays which are 
impractical and impossible, which could not be in- 
stalled with a reasonable uniformity. In some of 
these cases the advertiser himself simplified the speci- 
fication and made it easier for the displayman. 


TASTE 
paes IT 
q 
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In another case the advertiser was induced to 
accept an elaborate set-up for a display at the regular 
installation price. This set-up was very impractica' 
and could not be duplicated in other cities where th« 
specifications had been sent. Consequently this ad 
vertiser was obligated to abandon the original speci 
fications and advise all the services to destroy th: 
specifications they had received. This advertiser wa: 
required to prepare new specifications with a simple 
set-up. He was required to go through an extr: 
expense of new half-tones and zincs, reprinting and 
remailing the new specifications. While the advertiser 
lost some money and about a month’s time, it is 
needless to say that the displayman that made the 
original specification lost the contract. 

The display services have no data or proof that a 
display installed elaborately has more pulling power 
or sales value than the display which is installed 
moderately. Yet it seems as though the average 
display service man believes that the display material 
furnished the advertiser is weak in every respect. 
They forget that the advertiser had given much time 
and thought in preparing his display. material. The 
display service man attempts to make an elaborate 
window display and thereby detract as much as pos- 
sible from the actual display material. 

The advertiser knows that crepe paper of various 
colors has not all the pulling power in a window dis- 
play. They, as well as the service man, know that 
the crepe paper window without the dealer helps would 
























—This “Fisher” display 
for Gem razors and 
blades, attracted them, 
interested them, and then 
drew them into the store 
to “Take a Gem Micro- 
matic home’— 


—Coca-Cola says, “Taste 
does it,” and then 
“Fisher” comes along 
and proves that: “Looks 
help.” Truly, an out- 
standing Coca-Cola 
display— 
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—Since Kolynos whitens 
teeth 3 shades in 3 days, 
“Fisher” builds his dis- 
play in three major 
groups and concentrates 
interest on the center 
group— 


—The display is simple; 
a mechanical symmetry 
set-up has been made, 
but, for the three prod- 
ucts—lemon, orange and 
grapefruit— what could 
be more appropriate ?— 

















have no advertising value to the advertiser. They 
know that an excessive use of crepe paper has a 
tendency of overshadowing the display, of attracting 
attention to the elaborateness of crepe paper rather 
than to the product itself. Crepe paper should be 
used as complimentary to the display, and not as the 
major part of the display. Why do service men insist 
on excessive use of crepe paper, or insist on over- 
balancing the display? Do they elaborate only on 
the sample display, and then simplify when making 
the installation? If so, why misrepresent in the first 
instance ? 

The advertiser is a shrewd buyer. He is rightly a 
shrewd buyer because of constant dealings and expe- 
rience with display services. Most of them know 
that displays using sixteen to eighteen folds of crepe 
paper cannot be installed for the price of three folds 
of crepe paper. There is no cause for the display 
service to exaggerate and misrepresent, he can’t get 
away with it all the time. 

We have heard of display services promising a 
sales service free of charge in conjunction with the 
installation service. Yet the advertisers know that 
soliciting retailers costs approximately 75 cents a 
Store, A promise of this nature, that is, a promise to 
do xtra work is seldom questioned by the advertiser. 
If unfulfilled, nothing is lost by the advertiser, ~but 
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stallations in front window locations only disregard- 
ing the fact that most of the advertisers know that 
100 per cent front window installations is utterly 
impossible. The better dealers do not give up their 
front windows to manufacturers’ displays under any 
circumstances, and a side window in a good location 
is invariably better than a front window in a poor 
location. Again why do display services insist on 
over-burdening themselves ? 

We have heard of services making a statement 
that their volume of business is 800 windows per 
day, disregarding the fact that there is no one service 
today outside of a national service that installs more 
than 400 windows per day. 

It is common knowledge that the various methods 
of checking on window trimmers and installations 
except the photo check-up method are 90 per cent mis- 
represented by the installation services. The average 
installation service invariably acquired all its knowl- 
edge of faulty or poor installations from complaints 
from outside sources and. not from its check-up 
method. The only exception to this in the opinion 
of the writer, is the photo check-up method. By this 
method the trimmer takes a picture of each window 
immediately after the installation. This method 
eliminates all excuses and alibis for poor or faulty 
installations. This method is a panecea to checking 
up on window displays. 

The display services are so anxious to obtain new 
business that in their misrepresentations and absurd 
promises to the advertiser they neglect and forget 
the salient things required by the advertiser. Even 
recently a number of advertisers have requested some- 
thing from display services which required only a 
little more carefulness and attention. They required 
something that is seldom used as a sales po-nt by the 
display services. These advertisers wanted clean win- 
dows—installations in clean windows—a want that 
added no expense to the display services. 

The window display installation service can con- 
tinue to exist and prosper only by learning what is 
wanted by the advertiser and executing these wants 
honestly. Honesty has always been a cardinal rule 
in business ; displav services are not an exception. 














A Man’s Size 
Job 


By FRED L. PACKER 
NEW YORK CITY 


HERE is a very true saying—‘The Eyes Are 
the Windows of the Soul”—With merchants 
today their store windows express the policy 
and standing of their particular place in the 

community. Quite naturally a grave responsibility 
résts upon the person in charge of those windows and, 
if I may say so, it certainly is a man’s size job. 

Let’s get down to brass tacks. First, last and all 
the time it is an art and calls upon all the instincts of 
an artist, the same instincts and talents required to 
produce a beautiful painting. Instead of pigments, 
however, actual objects can be arranged so as to form 
a composition of true balance and harmony in shape 
and color. 


My Relationship With a Displayman. 

As an artist, | feel a strong relationship with the 
displayman. His problems are similar to mine in 
many ways. He is called upon to create an environ- 
ment for and to dramatize a given article or articles, 
just as I am. His object is to bring into his store 
actual sales. I, too, am called upon to create this 
ownership desire. 

Let me say, here and now, that to become a suc- 


—“Goddess of the Mountains,” a “Packer” 
painting. Study the “Packer” technique. 
(Painting copyrighted by Morris & Ben- 
dient, Inc.,. New York)— 


WORLD 


12 DISPLAY 
























-iugust, 193r 





cessful artist today requires a long period of training, 
followed by an apprenticeship in the particular brancli 
chosen. Seldom, if ever, does an artist step from an 
art school into success. There is a long road to be 
traveled, filled with many discouragements and hard- 
ships. It not only takes talent but determination t» 
finally arrive even near success. If, however, th 
student kas grasped the fundamental rules, such as 
perspective, composition, color, technique, etc., his 
path will be far less stony and he will find that thes: 
same rules apply throughout his entire life. 


How Does a Displayman Come by His Success? 

Now, with a displayman, how has he come by his 
success? He is given an enviable position—that of 
the artist to express his store. How much study has 
he put in to arrive where he is? Has it been a happy 
piece of luck or is he the exception to the rule, ‘a 
genius with no need for study? You see what I mean. 
It is art. It requires study and, should a displayman 
lack the fundamental rules, he is hampered at all 
times, and his success is largely due to luck. 

Art runs through the entire display idea. For 
instance, the skill and knowledge used in displaying 
a garment can either make or break the actual sales 
appeal of that garment. I have seen beautiful mer- 
chandise look like so much junk through lack of 
knowledge of the displayman in presenting it. A 
manufacturer who has produced an article of merit, 
who has gone to no end of expense and time to pro- 
duce something of quality and beauty, can have all of 
his efforts amount to nothing and the store lose its 
share of profit unless the displayman dramatizes it 
by presenting it in a way to create sales. The quality 
is there; the style is there. It is up to the displayman 
to reveal these values, and it can be done. 


Keep Your Mind Open to Change. 
We are living in a world of change. New ideas 
are constantly coming up. To keep abreast of the 
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times requires constant study, not just an eight-hour 
day, but a sixteen to twenty-four hour day, if you 
intend to keep up with the parade. That is to say, 
one should keep one’s mind constantly open to im- 
pressions. I know of artists, and good ones at that, 
who have been forced to completely change their 
style of technique, not once but three and four times 
in as many years, these changes being made neces- 
sary by the ever-changing demand for originality and 
style of treatment. Quite naturally, such revolutionary 
demands work a real hardship on the artist, but he 
found it necessary to keep up or be thrown into the 
discard. His very existence was at stake since he 
was conscious of the fact that there were young men, 
trained and eager to take his place in the sun. 

This entire article is written with only one thought 
and that is the importance of the displayman’s job, his 
never-ending duty of creating sales through appealing 
to the desire of ownership. Merchandise, first of all, 
must be presented in such a way as to bring out all 
its quality, color and charm. To do this is an art in 
itself, and one hoping to progress must of necessity 
follow certain standard rules. I do not mean by this 
that originality does not play an important part in 
display. Far from it. To present any article or 
articles of merchandise with an environment of re- 
finement and good taste will always prove a worth 
while effort. 


A Successful Job Is a Creative Job. 


To create has been my job. I have always been 
¢:lled upon to produce something that would appeal 
to the people and that would sell of its own merit, or 
I have been called upon to produce a piece of attention 
g-tting art work that would reflect merit on the article 
displayed. To do this is real work at times, calling 
fir resourcefulness and imagination. 

I have found that the good old visualizing pad 
hs stood me in good stead. A quick draft of an 
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—“The River of Dreams,” another “Packer” 

inspiration. “Packer” perspective is perfect. 

(Painting copyrighted by Morris & Ben- 
dien, Inc.. New York)— 


idea, no matter how crude, will sometimes prove the 
gist of the very thing I am seeking. This idea can 
then be enlarged upon and real success assured. I 
can heartily recommend the use of this method to all 
displaymen. The haphazard method of filling a given 
space is a bit risky in these days of more precise 
methods. Text books are available now that take all 
the guess out of display. These not only illustrate 
and describe the fundamental principles but stimulate 
the imagination. Personally, if I were a displayman 
or merchant, I would have Jack Chord’s book on 
display within reach at all times. I saw advance 
proofs of this book and it contains material which 
will give every displayman who will study its funda- 
mentals and practice them, the same understanding 
of art in merchandise presentation that an artist must 
have before he can hope to become a successful artist. 

As I have said before, my work has been mostly 
advertising, creating ideas to sell’ merchandise. An 
artist today is not-merely an artist but rather a com- 
bination of artist and business man, He must know 
his public. Otherwise, he will miss the mark by 
shooting over or under it. This must be true of the 
displayman as well. You have your public and your 
appeal must be aimed at them, not just in their 
general direction. 

I would advise you to determine the place your 
store occupies in the community, just what the aim 
of your store is, and then do all in your power to 
better the standard by better windows and better 
display of merchandise inside. Now that we all feel 
that better times are just ahead, it will call for a 
greater effort on your part, for with better times will 
also come a keener competition with everyone bidding 
for his share of the quickening trade. 













What Price 
Glory! 


By PAULINE WILSON 


ELL may you ask after one look at the Mar- 
shall Field windows, ultra of the magnifi- 
cent! And so on down the line of State 
Street show windows. Just how much, in 

some cases, they sell merchandise or how much they 
sell institution, we won't go into here. Our question 
is voiced for the benefit of small merchants all over 
the United States who can never hope to attain the 
magnificence of the Fieldian manner—nor could they 
sell merchandise if they did! 


Two Windows and a Door in Between. 

The composite store we speak of carries general 
dry goods—two windows with a door in between. 
For the sake of concentrating on display, we'll assume 
that he is a good merchandiser, wants to keep apace 
with modern buying trends and influences and is 
willing to spend some money. Remembering that at 
best, his intentions are limited by a small volume 
business. He is not a trained window trimmer. We 
say, “window trimmer,” referring to the boy who 
makes gardenias out of silk hose and drapes silk in a 
Dance of Spring. Here is an entirely different angle 
to the displayman, title preferred not for swank, but 
to represent the chap who knows merchandise and 
has the power in his finger tips to sell it dramatically. 

Whatever goes into the small merchant’s window 
must be simple, easy to do. He cannot begin to think 
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in terms of sheer decoration. And if he does it usually 
ends up with roses that never saw a garden in a wicker 
basket. And any time wax roses in wicker baskets 
sell merchandise, let us know. We have been wasting 
somebody’s money. Nor have we found anythin; 
very choice about faded dirty crepe paper back 
grounds—rainbows once! ‘Though we in no way wan: 
to pisparage crepe paper as media for window deco 
ration. Used right and changed frequently it is both: 
inexpensive and effective. 


Knocking Decoration Into a Cocked Hat. 


The point is we are trying to knock decoration thai 
has no other purpose than decoration into a cocked 
hat. “Lilies of the field toil not, neither do they spin.” 
But if these lilies were in a window they would have 
to join in the activity of selling—otherwise the\ 
belong back in the field. Lilies may be glorious but 
as we suggested, glory costs money. 

A nationally known chain of stores has done an 
effective selling job in their windows by the use of 
standardized backgrounds. To organizations inter- 
ested in giving a display service to a number of stores, 
they would do well to study their methods. Produc- 
ing in volume, of course, reduces production costs. 
In producing a volume of material, they have to 
standardize. For example: The chain we refer to 
uses cloth for backgrounds and the same fabric is 
used in covering fixtures. These are made by the 
store men themselves with instructions from the home 
office. The model windows are photographed and 
shot out to them. Instead of arguing against stand- 
ardization as becoming monotonous it becomes a 
strong point. Somebody said that man has a single 
track mind. And that is very true. We cannot get 
more than one idea at a time and get it thoroughly. 
But having the same style of window throughout for 
an extended period of time, the store is immediately 
identified—and if the set-up is the most effective pos- 


—There are hundreds of two-window stores to every. Marshall Field window— 
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Just how much merchandise 
cr institution windows sell 
when conceived in a Fieldian 
manner, we won’t go into here. 
Qur question is voiced for the 
benefit of small merchants all 
ever the United States who 
can never hope to attain the 
magnificence of a “Field” dis- 
piay; nor could they sell mer- 
chandise if they did— 


sible in the displaying of merchandise, selling is done 
in a forceful manner. 

The small merchant not associated with any such 
organization still ought to take a tip from them. After 
all the store manager associated with a chain store 
must pay for his merchandise. He may get his advice 
free, but that is all. He must make his own over- 
head; he must buy materials for all fixtures, pay for 
his advertising—pay his help, etc. The same informa- 
tion that is sent to him is available to the independent 
merchant. 


Ideas Concerning Displays. 

Let us say that Mr. Smith wants to do an effective 
job of window display. He puts down on paper all 
his ideas concerning it. 

1. Change my window twice a week. 

2. Change type of merchandise. If house dresses 
and lingerie have been shown, use boys’ underwear, 
shoes, shirts, socks, etc. 

3. Change of merchandise means change of dis- 
play fixtures—to suit the type of merchandise shown. 

4. Read trade papers for merchandise informiation. 
People like to feel that things are new—in other words 
that the things they buy have not been collecting dust 
on a shelf—women are interested in up to the minute 
changes in fashion—from New York to Main Street. 

5. Use window cards to tell the story about new 
merchandise. 


A Plan of What to Use. ee 


Now for the plan of what to use. He cannot write 
to a display fixture company and pick out new back- 
grounds. This thing cannot cost money. Coming 
back to some principles of display; we know that 
merchandise should be silhouetted against the back- 
grcund—dark against light. Light against dark. His 
wi.dow is built of wood. That isn’t interesting. We 
su¢gest here the use of a screen type of background. 
Anl after considering all materials have decided that 
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crepe paper would be the cheapest, easiest to use. It 
would be possible for a man to take strips of beaver 
board, and make frames. The size of the frames 
would be worked out in proportion to the height and 
width of the window. 

He builds six frames. Four oblong in shape—one 
triangle and one square. With such a foundation, he 
could cover these frames with crepe paper—by pleat- 
ing it on and tacking it on the back or stretching 
double thicknesses flat. As a matter of good taste he 
would do well to keep to two color contrasts, keeping 
in mind his merchandise or one color for the back- 
grounds used. For spring it is obvious that green 
and lavender would be an excellent contrast. By 
anything so simple the changes could be frequently 
made—it would be simple to do, requiring no ability 
to handle crepe paper in the manner of making novel- 
ties. And no space or elaborate fixture room would 
be required. 

The oblongs—triangle and square can be used in a 
variety of designs. So would also make it possible 
to concentrate items in groups. Each item group held 
together by the oblong background or triangle. He 
would benefit, too, by giving his store a definite per- 
sonality through continuity of appeal. 

It is impossible in writing so generally to take any 
specific cases or to cover much ground. But that is 
just one example out of many possible solutions to 
display in a simple dramatic manner. 


Make the Window Sell. 


Animation, action, the suggestion of movement, 
directness of line all tied in with a personal appeal are 
some of the things that sell. And the window is the 
closest selling media available until the customer 
walks in and is approached by a salesperson. No 
dealer can afford to overlook every possible opportu- 
nity to make his window sell’ for him. And, as a 
matter of fact, dealers the country over are more 
(Continued on page 37) 
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Frigidaire’s Fifteenth 
Anniversary 


Jubilee 
By STANLEY TOBIN 


FRIGIDAIRE CORP., 
DAYTON, OHIO 


WO million door knob hangers swung above 
the thresholds of two million American homes 
on July 6, when Frigidaire Corporation began 

. its Fifteenth Anniversary Jubilee, which was 
celebrated during July and August in all parts of the 
United States and Canada. 

The anniversary marked another milestone in the 
history of Frigidaire, the first chapter of which was 
written in a small Detroit factory, which had only a 
single work bench, where six months were required 
to build the first twenty machines. 

Three quart bottles, fashioned into an emergency 
still, were used to remove water from the liquid re- 
frigerant used to charge the first machines. They 
were furnished by an accommodating druggist, who 
thus. made a major contribution to what is generally 
regarded as today’s fastest growing industry. 

A number of the Detroit-built models, which were 
installed in the homes of wealthy people, who were so 
intrigued with the idea of electric refrigeration that 
they were willing to pay in the neighborhood of $1,000 
for such a device, are still in operation and their owners 
have steadfastly resisted all attempts to interest them 
in later models. 

Frigidaire was the first electric refrigerator to be 
‘advertised on a national scale in daily newspapers. This 
was in 1926, immediately following a large plant ex- 
pansion program, with resulting mass _ production 
economies and popular prices. Sales grew with amaz- 
ing speed, and the foundation of the present phenome- 
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nal demand for electric refrigeration products was laid. 

The two million door knob hangers which made 
their appearance on Monday, July 6, marked the official 
opening of a big summer selling campaign; during 
which Frigidaire expects to get far past its previous 
sales records of July and August, 1930. Special adver- 
tising, special terms and special inducements will be 
used to build up popular interest, and all of them wii 
be based upon the fifteenth anniversary idea. 

H. C. Jamerson, sales manager in charge of product 
distribution at the factory in Dayton, Ohio, was ap- 
pointed general campaign manager. A campaign 
organization was set up in each sales district in true 
military style, with titles ranging from captain to 
general. A system of daily and weekly reports was 
inaugurated to mark the progress of the campaign. 

Invitations to visit show rooms, to be mailed to 
known prospects, went out in a clever reproduction of 
handwriting, printed in signature ink. The dealer 
affixed his own signature with such effect that the latter 
looked to be actual handwritten invitations. 

An attractive little folder, “Tempting Suggestions 
for Summer Appetites,” was provided dealers and 
salesmen, and was used for door openers and handout 
purposes. It contained some interesting summer 
luncheon menus and a number of recipes for hot 
weather dishes, including sherbets, ices and salads. 

“The sales planning department worked with the 
field organization every step of the way in preparing 
the Fifteenth Anniversary Jubilee program. It was 
first shown to a representative group of distributors 
at a factory meeting. It was then presented to all our 
distributing organization heads in a series of meetings. 
At these meetings every district made a definite commit- 
ment covering the amount of campaign supplies to be 
used. All the troublesome details in connection with 
such an elaborate sales drive have thus been obviated, 
and those most directly concerned with promotional 
work devoted their undivided energies to following the 
campaign through to a successful conclusion.” 

Newspaper advertising, window display material 
and other sales helps current during July and August 
all tied in with the anniversary jubilee. 


—Frigidaire dealers everywhere will 
use this attractive cut-out display 
during August. Because Frigidaire 
dealers are almost unanimous in 
their use of the factory-provided 
window display service, the cost of 
‘this display was only $1.00. It is 
finished in eight colors, the die-cut 
display is made up of six pieces, 
designed to fit around a household 
cabinet when installed in the wit- 
dow— 
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Do You Know? 


WHAT IS BACK-HEIGHT DISPLAY? 


This display fundamental is xplaings 
WINDOW DISPLAY M/é iL 
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: The proper understanding of these and many other display fundamentals carefully and thoroughly 
* explained and illustrated i in the new wi DISPLAY MANUAL can be of great assistance 
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Will you accept the 
these DI 


Shank -- Kieffer -- Janes -- Van Sand -- Roeder @Dean 
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A Sensational Presentation of 


DISPLAY KNOWLEDGE 





TYPICAL CHAPTERS 


Space does not permit the complete 
presentation of each chapter, but the 
following two are typical: 


Chapter VIII. ANGLES—The Old 
Idea of Angles; The Number of 
Angles to Use in a Fixture Set- 
Up; How Angles Are Secured; 
How to Determine Angle Place- 
“ment; Off Angles; How Correct 
Angles Relieve Confusion in a 
Stocky Window—Example of Dis- 
play Ruined by Use of Not Enough 
Angles; Example of Display Ruined 
by Use of Too Many Angles; The 
Use of Correct Angles in a Group; 
Facing Merchandise Out of a 
Group; Angles in Furniture Ar- 
rangements. 


Chapter XI. THE SET-UP CON- 
STRUCTION—A Consideration of 
the Factors That Enter Into the 
Set-Up Construction of a Window; 
Definition of Accessory Group; 
Definition of Merchandise Unit; 
The Principle of Accessory Groups; 
The Difference Between Accessory 
and Merchandise Groups and Mer- 
chandise Units; Example of Dis- 
play Consisting of Merchandise 
and Accessory Groups; Example 
of Display Consisting of Accessory 
Groups, Merchandise Groups and 
Merchandise Units. 


CHAPTER TITLES 


. As It Was in the Beginning 
. The Responsibility for the Future 
. Windows 

. Window Construction 

. Daylight Reflections 

. Window Fixtures 

. The Fixture Room 

. Fixture Set-Ups 

. Perspective 

10. Group Placement 

11. Height 

12. Balance 

13. Angles 

14. Grouping of the Fixtures 
15. The Set-Up Construction 
16. Unit Displays 

17. Readapting Displays 

18. Merchandise Accessories 
19. Fixture Accessories 

20. An Artistic Complex 

21. The Merchandise Message 
22. Installing the Display 

23. Contrast in Displays 


Oona ut WOH 


24. Using Colored Light 
25. Color in Displays 

26. Photographing Displays 
27. Dramatizing Displays 
28. Display Backgrounds 
29. Interior Displays 

30. Types of Show Cards 
31. Dealer Display Helps 
. Prestige Displays 












That Opens Wide Closely Guarded 
Doors to Display Knowledge and 
Establishes a Definite Foundation 
For Sueceess in Display Work 


The Window DISPLAY MANUAL breaks up seem- 
ingly complicated theories into Display Fundamentals 
that can be applied by everyone. It gives displaymen 
definite reasons for merchandise presentation and very 
clearly, by means of charts, photographs and graphic 
illustrations, points out each fundamental and estab- 
lishes its identity. 


It gives definite reasons for: Pepe practice and provides 
displaymen a yardstick to measure the effectiveness of 
window displays. No longer need displays be the result 
of merely fleeting decorative ideas uncontrolled by 
proven display principles. 


This book ends the lengthy search of its publishers for 
the display mind that could edit a book which would 
silence the crying need for display knowledge. Many 
manuscripts were rejected until Jack T. Chord presented 
his wonderful exposition of display as a scientific art. 
The book was produced only after it had been presented 
to outstanding display executives, who, without ex- 


ception, were astonished at the Lie Asmianitele the book 
reveals. 


A Combined Text and Reference Book. 
Complete In Text--90.000 Words--More than 
450 Illustrations -- Attractive, De Luxe Cloth 
Binding--Will Prove Its Value On Sight 


s 


Per Copy 
Postpaid 


ORDER YOUR COPY Now: 
BOOK ORDER BLANK 


THE DISPLAY PUBLISHING C6; ncinnati,. 
Gentlemen: Enclosed find Lene cs order eee one copy of The Window DISPLAY 
MANUAL, by Jack T. Chord. Please ship 
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a cash saving of $1.00. 
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How to Utilize 
Dealer Display 
Material 


By HUGH H. CARTER 
THE JOHN GERBER CO., 
MEMPHIS, TENN. 





HERE do you get your ideas? Ideas, as it 
so truthfully has been said, ‘are the display- 


’ 


man’s stock in trade,” and he who doesn’t 

pick up ideas where ever he sees them is 
foolish indeed. Thousands of dollars are spent an- 
nually on national advertising window displays and 
newspaper advertising and the ideas they contain are 
unlimited. 

If the displayman will observe closely, often, he 
will find just the idea that will help put a display 
across. It isn’t necessary to use or-reproduce the 
entire display from which the idea is secured; just a 


GORDON ree STOCKINGS 





—This hosiery display by “Carter” is a perfect example of a mechanical symmetry set-up— 
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—Compare these two “Carter” tie displays. Notice 
how the display above fails to concentrate attention 
because it has two points of background interest— 


portion of an idea will oftentimes serve the 
purpose and put that necessary “punch” in the 
window. 

Take, for example, the humorous little 
drawings that you will notice in the hosiery 
display pictured on this page. The idea for 
this display, as reproduced, was found in a 
small ad that I saw in a well known magazine. 
The four questions: “Are you short and your 
stockings too long? Are you slender and 
your stockings too loose? Are you short and 
your stockings too tight? Are you stout and your 
stockings too tight?’ And the answer, “The Four 
Leg Sizes,” which was conveyed on the card in the 
center of the display, answered the four questions and 
afforded a tremendous sales punch for this, one of 
my most productive displays. 

The two Father’s Day displays stress the impor- 
tance of concentration on one idea. In the top right 
window attention is broken; the customer cannot con- 
centrate on the merchandise because two different 
backgrounds have been used. Compare this display 
with the other tie display pictured on the left. 


ARE YOU 
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Soap Bubble 
Lighting Stunt 


By H. G. SCHILLER 
GENERAL ELECTRIC CO., 
CLEVELAND, OHIO 


O those who are continually looking for some- 
thing new and interesting in the line of 
novel lighting effects, the idea of a con- 

* stantly moving fountain of light, filmy soap 

bubbles aglow with an iridescence of ever-changing 
colors, will immediately present many wonderful 
possibilities. 

It is not difficult to imagine a most decorative 
and appropriate holiday window display, decorated 
in a highly fanciful and delicate manner, having as 
its central piece in the background a castle in the 
clouds below which billows a shining sea of dancing 
soap bubbles glowing with all the luminous colors 
of the rainbow. Again, as a novelty in decoration at 
the fair, exposition or banquet, this may prove a 
decided hit. Used as a table centerpiece for the party 
or as a part of the festive lighting at a lawn fete, the 
lighted soajS bubble fountain should be most effective. 


Details of Construction. 


THE small color-lighted soap bubble fountain is 

quite simple in construction and consequently 
could be easily made for use in displays. In this 
apparatus a broad, flat dishpan is used as the con- 
tainer for the soap solution. Two circular holes about 
three inches in diameter are cut in the bottom, as 
shown in the accompanying drawing. These holes 
are covered with roundels of clear glass held in place 
with waterproof cement, and lightly etched to give 
diffusion. These should be of a heat resisting glass 


if possible. Below the pan is mounted a color-whee| 
of sufficient size so that the colored sectors jass 
directly under the glass roundels. Below the colored 
disc are mounted two 100-watt spotlight lamps in 
horizontal position, each placed directly in line with 
its corresponding roundel in the pan. A wooden !jox 
preferably lined with asbestos is used to enclose che 
lamps. +The colored wheel is turned slowly by a 
small electric motor geared down and connected by 
pulleys to the color-disc shaft. 


Air Pressure Easily Supplied. 


THE current of air for blowing the soap bubbles is 
provided by the blower from a small electric hair 
dryer. (The vacuum cleaner is another source.) ‘lhe 
nozzle of this blower is attached by means of a length 
of small rubber hose to a piece of glass tubing which 
is brought up through the bottom of the pan, carried 
above the surface of the liquid and bent down again, 
leaving the end of the tube under the surface of the 
soap solution as shown in the drawing. This part 
above the surface of the liquid acts as a trap to 
prevent the flow of the solution back to the blower. 

The easiest way to install the glass tubing is to 
have it made in two sections, the first inside the pan 
and the second below the pan, the ends being forced 
into a drilled rubber stopper driven into a small hole 
in the bottom of the basin. It should not be difficult 
to have this tubing bent, as many high school labora- 
tories and a number of pharmacies are equipped to 
do work of this sort. 

Instead of using liquid soap, a thick solution of 
ordinary soap, such as Ivory, mixed with a little 
glycerine, will work very well. The surface of this 
liquid should just cover the mouth of the air tube. 
Variations in the size of the bubbles may be produced 
by using various kinds of soap, by using larger or 
smaller air tubes, and by increasing or decreasing the 
amount of air delivered by the blower. 

When this machine is in operation diffused light 
of two colors illuminates the bubbles from below 
causing very effective high lights and artistic blending 
hues. 





Color wheel pam P: : AS. 
—H. G. Schiller suggests, in the soap nage esis ek 


bubble lighting stunt, an idea that can electric motor) 


be built by any displayman—if a little 
time and thought is given to a study of 


the accompanying sketch. The sketch JS 
100watt 


shows very plainly the method of pro- 


cedure. The text will supply any uncer- Spot light Wooden box 


tain point of information. Any number 
of interesting effects can be obtained 
with the soap bubble machine. Picture 
it as the center piece in a soap window; 
imagine an attractive lingerie, jewelry, 
hosiery, millinery, toy or novelty display 
with an air-castle background in front 
of which is a fountain of irridescent 
bubbles— 


lamp 





Metal pan 
Containing 
Soapy water 


A. CoLor -LIGHTED 
SoaP BuBBLE FounTAiN 
















Diffusing glass roundels 
held in with cement 


or putty 
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Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 







THE ADLER-JONES CO. | 
649 S. Wells Street 


Window Display Decorations 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL” Decorative Cutter 







THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


BOTANICAL DECORATING CO. 
319-327 W. Van Buren Street 


Artistic Decorations and Artificial Flowers 


























CHICAGO CARDBOARD CO. 
664-670 Washington Blvd. 


Art Poster Card and Mat Board 


NATIONAL CARD, MAT & BOARD CO. 
4318-36 Carroll Ave. 


Showcard Boards—Mat Boards 








CORNELL WOOD PRODUCTS CO. 
307 N. Michigan Avenue 


Cornell Wood Board 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Airbrushes and Airpainting Units 








SCHACK ARTIFICIAL FLOWER CO. 
319 W. Van Buren Street 
Artificial Flowers and Window Decorations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of the DISPLAY WORLD 


“Write for Catalogues! 


Copyright, 1924, by The Display Publishing Ce 
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Felt for Modern 
Displays and its 
History 


(Eprtor’s Note: This is the first of a series of four 
articles on felt. W.L. Stensgaard and Associates have 
furnished the material for the modern use of felt, while 
the Western Felt Works, Chicago, have furnished the 
story and illustrations for the history of felt.) 


ISPLAY trends are changing constantly; 
what is good today is not good tomorrow, 
and what was good yesterday is not good 
today. With the dramatization of “the mer- 

chandise message” on the show window background, 
and the vogue of “poster background effects”—two 
effects where felt, as a fabric, cannot be surpassed 
felt has found tremendous favor in the eyes of dis- 
playmen and is being used in scores of different ways. 
elt has body, color,.is easy to work with and is very 
inexpensive considering the many different uses to 
which it can be put. Truly, “the fabric of the day for 
display.” 





The History of Felt. 
The art of making felt by rolling, beating and 
ds - > > 
pressing animal hair or wool into a compact mass ot 
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—Mongol women making felt in primitive times— 


even consistency is assuredly older than the art of 
spinning and weaving. In point of time felted stuffs 
followed immediately, or originated contemporane- 
ously with, the custom of using animal skins or furs 
as garments. 

Felting was practiced in times of great antiquity 
both in Asia and Europe, but it was restricted to these 
two continents. It is noteworthy that it has always 
been absent in Africa. Even in ancient Egypt where 
sheep were reared and their wool woven into cloth felt 
was unknown. Neither did it exist in aboriginal 
America. 

In many ancient records are references to felt, in 
Chinese, Greek and Latin literatures. We must not 
imagine, however, that the Chinese, Greeks and 
Romans were the first nations to have made use of 
felt. The Greeks lived in proximity to the roving 
Scythians who roamed the plains of southern Russia. 

These vast steppes, stretching east of the Ural and 





—The possibilities of using felt for back- 
ground and poster work are unlimited. The 
large five by seven foot panel that serves as 
a setting for this shirt display is a reproduc- 
tion of an ad run by a national advertiser in 
Saturday Evening Post. Several of these 
displays were made by W. L. Stensgaard and 
Associates for Cluett, Peabody Co., featuring 
white shirts, and were so designed that they 
fit into a light-weight shipping case which can 
be sent from store to store— 


the Caspian Sea across Russian and Chinese Tur- 
kestan into southern Siberia and Mongolia, were, from 
earliest times, the playground of ever moving tribes; 
restless like the waves of the oceans, of Iranien, 
Turkish, Mongol and Tungusian nationalities. These 
tribesmen of nomadic habits subsisted on the wealth 
of their flocks consisting of cattle, camels, shecp, 
goats, and horses. 
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—This most attractive felt poster back- 

ground was of lavender felt; the 

Mother’s Day letters were in yellow; 

the reproduction of the face and bouquet 

were done in natural colors. This 

display was produced for Wittbold’s, 
Chicago florists— 


An outstanding fact to be remembered in any 
discussion of felt is the fact of its vital importance to 
certain forms of life and types of civilization over 
others. 

It is obvious that the greatest need for felt and its 
highest importance was reached among the nomadic 
tribes of Asia. Felt might be eliminated from the 
civilizations of China, Greece and Rome and its ab- 
sence would not be noticed. With these its use was 
more or less of a side issue. But with nomadic popu- 
lations its need is fundamental—not only a necessity 
of physical existence but a cultural and almost ethical 
need. This is the principal reason why we are led to 
attribute the invention of felt, both the initiative and 
the ancient perfection of the process, to the Asiatic 
nomads. 


The Association of Felt With Rite and Ceremony 


NOTHER interesting point of difference is that to 
the civilized nations felt was simply a utilitarian 
product which they adopted because it was useful and 
practical, whereas among the nomads it was associated 
with religious and ceremonial practices. It was part 
and parcel of their life. 
(Continued on page 64) 


—liner wand structure of circular tent; felt-covered tent 
in the distance— 
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Versatile, Colorful 
Artistic, Practical 
and Stylish 


a 
UNEXCELLED FOR 


Background Coverings Poster Panels 
Cutout Letters 
Applique Effects 


Floor Coverings 
Ensemble Panels 


The display material of unlim- 
ited possibilities—that is why 
it has won acceptance and favor 
by displaymen everywhere. 


s 
“ ACADIA BRAND” Felt 


Over 80 colors carried in stock 
—edges do not fray—can be 
furnished in cut lengths. 


Send for the Western Felt Color Card 
® 
WESTERN FELT WORKS 


Established 1899 


MAIN OFFICE AND EASTERN OFFICE 
MILL AND WAREHOUSE 
4131 Ogden Ave. 42-44 East 20th St. 


Chicago New York 


Stocks carried ai: 713 S. Los Angeles St., Los Angeles, Calif.; 
1329 Howard St., San Francisco, Calif.; 
1110 Post St., Seattle, Wash. 


Branches: Detroit, Cleveland, St. Louis, San Francisco, Denver 


Fert... 
The Preferred 
Material for 

Modern Display . . . 
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The Ensemble 
Background 
Designs 







































































ILL you be pleased to learn that in the Sep- 
tember issue of DISPLAY WORLD we will 
be able to show you actual displays in which 
the ensemble background appears? We 

think you will, and we regret that certain pictures 

did not arrive in time for publication in this issue. 

Certain stores are doing a real window merchandising 

job with the ensemble background. 


Cost of Construction. 


The ensemble background, at this particular time, 
is an idea worthy of any progressive retailer’s serious 
consideration. With the ensemble background the 
cost of background construction can be cut to the 
minimum and yet seasonable displays will be main- 
tained. Strenuous competition, paramount as it is 
today in retailing, can be controlled much more suc- 
cessfully by stores that continue to consider their 
show windows vital factors in the plan of twentieth 
century retailing. We all admit that Mrs. Average 
Customer has advanced, so far as knowing quality, 
value and price is concerned, yet, clever as she is, she 
still likes style, and wise indeed 1s the store that con- 
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tinues to present style, quality and seasonable mer- 
chandise in its windows. 

We are not saying that light merchandise trinis 
should be made; we are not saying elaborate bac'- 
grounds should, be built; we are not suggesting that 
budget strings should be opened to enable your wi:- 
dow man to put style and class in your windows. \\e 
are sayiig: ‘Today is the time to consider, seriously, 
the window job your windows are doing, and if thy 
are doing a good job to make it possible for then 
to do a good job better.” If your customers have 
been accustomed to elaborate displays in your win- 
dows, the ensemble background will give them—de- 
pending upon the construction—elaborate, seasonable 
displays at but a fraction of the cost of your former 
backgrounds. If you have not been using back- 
grounds, the ensemble backgrounds will make it pos- 
sible for you, at a low cost, to dress up your windows 
and give them a new, a fresh, an interesting and an 
attractive appeal; an appeal which will help lessen 
competition—to the extent that your displays are 
excellent. 


August Designs. >-»- 


The displayman has a great opportunity with the 
August ensemble background designs. Various effects 
can be introduced to create novel settings and if a 
proper background curtain or fabric is used between 
the panels, complete settings can be created. 

Felt can be used to exceptional advantage in design 
and relief work. Considering that it has again found 
favor as a background fabric, we suggest that you 
consider using it in all of your effects. Of course, if 
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you build the relief from wallboard the finished panel 
or background will be much more effective; the 
heavier the relief, the more attractive the display. 
Fall colors, brown, orange, yellow, reds, green, 
blues, golds, etc., will appear in strong contrasts on 
every ensemble background display. A very striking 
effect, for example, can be produced if you paint the 
decorative tree design as follows: Background black, 
tree, gold; flowers in three shades of gray, shading 
into silver ; flower leaves in two shades of green. Or, 
the background can be gold, the tree black, with the 
flowers and leaves as suggested. Or, the background 
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can be silver, the tree gold, the flowers shading 
from gray into black and the leaves in two shades 
of green. 


Blueprints. 


As you probably know, we have been able, due to 
quantity production, to reduce the cost of blueprints 
for ensemble background designs. A complete set 
of blueprints, which include complete building in- 
structions and the current month’s set of designs can 
be had for $4.00, while a set of blueprints for afy set 
of four designs costs but $1.75. 
































—Ensemble background designs that suggest the fall season— 
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Star Right By 
Star Light 


By ANITA ARMSTRONG 
ASTROLOGER 


EVERAL interesting points have come up, and I 
wonder if. they have puzzled you of DISPLAY 
WORLD. First, why the chart of Washington, 
D. C., is used for the forecast? To be sure, 

~ Washington is not a fashion center but it is sup- 
posed to be the nucleus of our national and international 
affairs. It might cause controversy to use Hollywood or 
New York City, so why, when the nation’s affairs are guided 
at Washington, do we not let our fashions be guided by the 
same vibrations; and then, who can say that we are not loyal, 
patriotic Americans in our forecast? Second, a friend of 
ours, but not a confirmed astrologist, remarked the other 
day that we could not make him believe that the stars knew 
or cared what would be worn this fall. All granted, the stars 
are above such mundane things, but their vibrations cause 
us to do the unexpected, and, if you will follow these articles 
closely, you will see it is not a case of imagination or magic, 
but the direct bearing of planetary vibration on each and 
every earthly interest and emotion. 

Chart for New Moon, Washington, D. C., August 13, 
3:19 p. m. Sagittarius rising, trine to the intercepted sign 
in the eighth house, representing death, or things coming 
from the past; holding Venus, Jupiter, Sun and Moon. This 
shows that fashion will be ruled by modes popular in decades 
past. Who knows, we may be wearing bustles and powdered 
wigs since we have chosen to rejuvenate the styles we thought 
dead. 

Mars, in the house of foreign affairs, looks rather ominous ; 
peace and tranquility never follow that active planet, al- 
though Mercury, the mind, is also there in the ninth house, 
ruled by another sign, which may be able to control this 
antagonistic outlook. Uranus is in the fourth house, repre- 
senting home conditions, and causing disruption therein, so, 
“"nuff said.” 

I was very much interested in Mr. Wood’s article, “Will 
Window Display (Like Navies) Be Scrapped,” also “Fall 
Backgrounds Will Reflect the Influence of L’Exposition 
Coloniale De Paris,” both of which were found in the July 
issue of DISPLAY WORLD. May I recall to your minds 
that in DISPLAY WORLD for June, the stars predicted a 
trend to the more artistic and less futuristic in displays. 

Now for color: Red will be paramount in August. If you 
wish to follow the stars, wear red, or touches of that color 
on your costumes or in your accessories. Silvery blue should 
put in an appearance, as should brown, irridescent coloring, 
and violet. Late afternoon wear will bring blue, orange, 
yellow, green and gray into vogue. Evening wear will feature 
white, not the old dead white, but the ivory, ice blue and 
blush tints. This is brought about by the trine of the 
planets in the eighth house. Negligee, lingeries and so forth, 
worn in the home, will feel this vibration the strongest. 
Saturn. black, will still keep its finger on the pulse, as it is 
in the first house, expressing personality. 

Startling cuts and designs in black will be shown, causing 
much comment and controversy, as Saturn is square to Mars 
in the mid-heaven. Taurus, the throat, is not as important 
as heretofore, but you will find onyx, crystal, and emeralds 
around the necks of the ultra. Soft scarfs, in pastel colors, 
should veil the neckline, either in chiffons or feathers; illu- 
sion is an important point in the oncoming vibrations. To 
be frank, the feminine woman is back, and the masculine 
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—In the May issue of DISPLAY 
WORLD, Anita Armstrong, astrolo- 
ger, in her article, “If You Want to 
Hitch Your Wagon to a Star, Here’s 
Your Chance,’ foretold the fall fash- 
ion shoe trend to slippers and san- 
dals. She said: “As to shoes, slippers 
and sandals should be very popular— 
especially in colors to match the 
costume. Pisces, the ruler of the 
feet, is trine to Jupiter, making the 
shoes blend with the costume and 
costly.” The illustration above was 
cut from a very recent issue of 
“Women’s Wear Daily” and reflects 
the influence of the French Colonial 
Exposition on shoes and sandals for 
fall— 


female and the effeminate male will be relegated to the back- 
ground in the August production. 

Evening hats are on the “up and up,” of white, gold, 
silver and blue; and, as I suggested in May, the headgears 
have taken on a new line. Sagittarius, the arrow pointed, 
is making quite a hit, although I fear it is a bit like its sign, 
too participant, although trine with Venus in the eighth house 
(a dead beauty) in Leo a fixed sign, the Empress Eugenie 
style may hold out for a time. Mars, in mid-heaven, will 
cut the brims, and as it is in opposition to Aries, the sign of 
the head, hats will be small, and unusual in shape and design. 

The waistline is still important, and like the hat, is on the 
up; one never can tell to what heights it might rise. The 
man who was unable to tell his wife what the ladies wore at 
a dinner party, because he couldn’t look under the table, will 
have a different story now—if the stars are telling the truth— 
because Leo, representing the front part of the upper torso— 
carrying an overdose of planetary vibrations—brings adorn- 
ment to that part of the body of chiffon lace, metallic trim- 
mings and other characteristics of Grandma’s days. 

But now let us hear the other side of the story: Mars in 
Libra, ruling the back, leaves nothing to the imagination. 
“That’s all there is, there is no more.” 

Taurus, ruling the fifth house, brings the feeding of chil- 
dren into discussion. Trine with Saturn, the father, and 
square with the Moon, mother, father is apt to take an un- 
usual interest in this question, to the consternation of mother. 
As Uranus is in the fourth house, it will be wise to let Daddy 
have his say, knowing that his interest is merely of the New 
Moon. 

Foreign travel will be active, and those of you contemplat- 
ing such trips should be sure you have all your papers in 
order, as Saturn, square, will obstruct on the least provoca- 
tion. Neptune, in the eighth house, makes the water very 
dangerous, so take your water-wings with you when you 
swim, and give a smile to the handsome lifeguard, as you 
will need all the protection possible. 

Venus, Jupiter, Sun and Moon, in the eighth house, pr- 
duce a condition harmful to those in prominent positions, 50 
it is well to be inconspicuous in phases of beauty, fame or 
fortune. Venus, conjunct with the Sun and Moon, brin:s 
success in the decorating of man and woman. Jupiter is 
traveling into orb, so financial conditions should improve 
after September 2, when the planets move out of this inter- 
cepted sign. 
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Einson-Freeman Co., Inc. 


Lithographed Window and Counter 
Displays for National Advertisers 


Chelsea Botanical Products Co. 


i i See By Natural Preserved Imported and 
ae Domestic Holly Wreaths, Ropings and 


AY 2 
lo- 
: COA 
re’s ; Eo 
ers Bee ae : By te. << i . | OF THE 
I— ‘ 23 SARS 2 , em: ons . 5 ’ 
the % 
the 3 
the ae 
and § ie: 
vn 
cts : 
ial ; 
for . 
; ; Ba © ae sz a . See : 
ck ‘fca:@ tag: The following concerns are upholding 
3 BE ee * 9 e e¢ ° 

I ' me<g) = New York City’s traditional leadership 
as BAS. S § ae : . ‘ e a 9 a 
ted, BREE OSS sua 
es | 44 10 supplying the country’s display needs. 
use rent 3 = Sse 
ni ie pee : : | 
er ff se ae MAHARAM TEXTILE CO. | THE DISPLAY CENTER 
\ of ag te Distinctive Window Display Fabrics | A Complete Exhibit of Show Window 
e oe ‘ Write for Samples | Fixtures, Mannequins and Accessories 
The a BS) He : Se 107 W. 48TH ST. | 1440 BROADWAY 
2 at & ; DRE as : S28) | 
“ SS gees «©=0- MILEO’S MANNEQUINS | MESSMORE & DAMON, Inc. 
;O— ‘ se aS Re New Line of Famous Composition Figures | Creators of Mechanical Displays for 
lai SS eer <2. Many New and Original Models Show Window and Advertising 
aml ise ‘ | Visit Our New York Studios | Purposes 
sin oe i a MILEO—44 East 8th Street | 404-408 W. 27TH STREET 
ion. gi | 
* | : J. R. Palmenberg’s Sons, Inc. | THE FRINK CORP. 
and mate he en? ae Display Fixtures and Mannequins Show Window Lighting Equipment 
& Bae eter Complete Display Equipment | Lighting Engineers for Over 70 Years 
. 1412 BROADWAY | Bridge Plaza, Long Island City 
Kady | 
New | 

| 

| 





a Garlands, Trees and Xmas Greens, etc. Starr and Borden Aves. 
you 107 WEST 27TH ST. Long Island City, N. Y. 
you 

THE KERVAN CO. 


jy 0 s : Green Grass Mats—Prepared Foliage. Materials for 


oF : Forest and Rustic Effects for Display Windows, etc. 
in;28 es “tess owe BAS 

r is Be ee 119 West 28th St., New York City 

rove = Paes 








30 DISPLAY 


WORLD 


August, 193! 


A Modern Background Design for 


Your Fall Kashion 


Display 


By J. ROY EDWARDS 
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—Do you recognize this setting? Compare it with the May, June and July designs— 


HAT did you think of the Fall Fashion Show 
design’ that appeared in the July issue of 
DISPLAY WORLD? Did you like it? I 
know some of you did, because several let- 

ters, addressed to me care of DISPLAY WORLD, 
were forwarded that I might learn of your apprecia- 
tion. It seems like the Fashion Show background 
will appear in states from New York to Oregon, 
and from North Dakota to Texas. I wish I could 
see every setting that is built. I know some of them 
will be good, those securing blueprints, because the 
blueprints were drawn so clearly and the details of 
construction and painting so simple, that everything 
would have to go wrong if a creditable setting could 
not be produced. 

This month a complete departure is made in the 
actual background. I got the inspiration for the 
design from the stair-step arch used in the Fall 
Fashion Show design. However, in the design repro- 
duced above I have reproduced the stepped effect in 





the form of a merchandise displayer. The front of 
the displayer has been niched, illuminated, and serves 
as additional display space for accessories. The top 
part of the niche can be covered with frosted glass as 
can the bottom steps and side, for that matter—if you 
want to go to that expense—or illumination can be 
secured by covering the top of the niche with china 
silk, parchment or some other transparent material 
through which light can penetrate. 

I want to call attention to two very important facts, 
facts generally overlooked by the average background 
designer : : 

1. The design must not be overdone. 

2. The design must be balanced. 

In speaking of over-doing a design, all I need poi: t 
out is that in the majority of instances the average 
designer does not know when to stop; he keeps ©1 
designing, adding a line here and a line there; addirg 
a little more decoration here and a little more there ; 
changing the idea and supplementing a new desig: 
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trend, until the original idea is so broken, so many 
foreign bits added, that it doesn’t resemble the original 
idea at all. 

In speaking of balancing a design, all I need ask 
you to do is to analyze the background pictured on 
these pages. The balance is perfect. It can be con- 
silered perspective balance, becausé by placing the 
h-aviest merchandise group at the right front of the 
window, a little right of center, using the accessory 
group in the niche and on the floor in front of the niche, 
aid the merchandise card at the left front of the dis- 
play, a perfectly balanced display picture will result. 


We haven’t given very much thought to color 
schemes, so the following color placement is sug- 
gested for the background this month. The fall 
scason suggests its own colors and any idea for colors 
will be built around a fall idea. An appropriate cur- 
tain background immediately suggests sand or taupe 
with the color selected serving as the base color for 
the merchandise displayer and the flower plaque. The 
heavy color at the base of the displayer will naturally 
be brown with the triangular border design in antique 
gold. The bulk of color on the displayer and plaque 
will be taupe or sand, which, as you can judge from the 
sketch, is heaviest at the base and lightens as the color 
is elevated. 

The color scheme for the flower decorations on the 
plaque is rather difficult as so many different combi- 
nations suggest themselves. The most harmonious 
scheme will be to keep the flowers in tones of golds 
and yellows, antique, of course, with the leaves in 
heavy and light antique green gold. It may be neces- 
sary to paint the leaves a plain green first in order 
to secure the most effective contrast 
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—If you were to cut the flower plaque out 

_ of one thickness of board, paint the board 

black, and look at it from the back, this is 

‘ the way it would look— 

—“‘A” on this drawing represents the 
frame-work construction of the merchan- 
dise displayer. “B” represents an end view 
of the frame-work. “C” represents a plain 
piece of wallboard, cut, finished and ready 

to be nailed to the frame-work— 
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New York 
Displays 


By COLEMAN McCAMPBELL 


NNOVATIONS in Gotham display technique were 
few and far between during July. Windows, for 
the most part, were stale repetitions of seasonal 
themes, with the exception of those promoting 

fall styles. Even those seemed depressed with mid-summer 
heat. 


Best’s. 
PLAY on the word Best is a growing habit. In a semi- 
nautical window for children of various ages, the caption 
was “Here’s the BEST OF IT for girls and boys at the sea- 
shore.” A plain white backdrop with a border of waves at 
the bottom was augmented by two white posts of wood and 
a connect-rope. A small tot was suspended on the rope, 


bending forward. Two mannikins were seated on the floor 
at opposite angles. Others were standing in informal groups. 
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Another window, captioned “The BEST catch of the season,” 
contained a large fish net. This was held up by two models 
in bathing suits and the “catch” consisted of beach pajama.,, 
sandals, sweaters, bathing suits, etc. In one of the huge 
front windows the legend, “Keep Cool in Linen” appeared 
to be floating against a background of snow-capped mountains 
and blue sky. The cut-out letters were white. Linen dresscs 
and pajamas were shown. 


Franklin “Simon’s. 
ERY smart were the backgrounds installed early in the 
month. Huge pastel pictures, rectangular in shape and 
painted in rich hues, were set in a brown mat and border 
frame of brown wood, with a three-tier platform at the base. 
The scenes depicted busy streets, terraced restaurants, etc. 
One, featuring the hull of a boat, served as a foil for traveling 
costumes and accessories. In a subsequent series of wiu- 
dows large inserts were resplendent with air-brushed pea- 
cocks, the feathers forming a fan-spread. A hat window was 
captioned thus: “Birds’ Wings and Feathers come back with 
the New 1880 Hats.” Six hats were arranged in groups of 
three on silver pedestals. These were placed on a box and 
low table units to obtain irregular heights. Accessories 
included a silver fox fur, a pair of gloves, a pair of shoes, a 
handbag and gardenias. The legend for another window 
read, “The Smart Set Is Going in for Black.” Black street 
ensembles with fox furs were exhibited. 
(Continued on page 56) 
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—But few stores can play up 
their name on window cards 
like Best & Co., New York. 
The card, for example, in 
this attractive display reads, 
“Here’s the BEST OF IT for 
Girls and Boys at the Sea- 
shore.” The mannequins are 
produced by Ray Dumont— 








—As the card in this Gimbel 
display of Doeskin Gloves so 
forcefully says, this is “A Most 
Extraordinary SALE of Wash- 
able Doe-Skin Gloves in 
White, Eggshell and Natural.” 
“Van Sand,” display director, 
can be depended upon to pro- 
duce modern displays— 
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Displays In 
Detroit 


By F. E. WHITELAM 


4... 


ETROIT displays are trying to produce dollars and 
the wide open spaces which have heretofore existed 
are being filled with merchandise. Pointed sales 

¥ messages which make women want to buy not one 

but many models for various occasions, were noted. The 
najor displays for the month just past centered on vacation 
sales, luggage sales, men’s clothing sales, straw hat sales, 
and, lastly, the vearly presentation of furs at “Summer Sale 
Prices.” 


Himmelhoch’s. 
FTER a strenuous exploitation of white, linen and other 
popular ready-to-wear modes, Himmelhoch’s windows 
were completely changed for a very comprehensive showing 
of furs. Each setting had a large pastel panel with the 


HE CReat 


—Speaking of a modern dis- 
play of boys’ clothing, this 
“ETONIAN” window, by “Don 
Ferguson,” stands alone. The 
background consists of repro- 
ductions of the merchandise 
drawings in the -magazine— 
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words, “Summer Sale of Furs,” near the top of the panel 
with a modern drawing tying in with the merchandise dis- 
played. The following separate displays were shown: Russian 
Caracul, Chinese Caracul, Muskrat, Persian Lamb, Hudson 
Seal and Russian Seal. The entire background of each win- 
dow consisted of tightly pleated white silk—an effect that 
gave coolness and contrast. 


Crowley-Milner’s. 

HE summer schedule was “high-pressured” at Crowley- 

Milner’s. Store-wide sales consisted of sheets and cases, 
Turkish towels, hard water soap, Aristocrat silverware, etc. 
All of these displays carried masses of merchandise, the idea 
seeming ‘to express quantity. Every display, however, was 
given special presentation. The silverware display was shown 
against black velvet, with the trays and display pieces uni- 
form. The Turkish towels were piled in great columns which 
served as a background and impressed the buyer with the 
massive “store-wide” sales. Throughout the many windows 
announcements of the coming “August Furniture Sale” was 
seen. Some fifteen furniture rooms were placed late in the 
month with prices never before seen in this semi-yearly event. 


Kline’s. 
ITH Wm. Van Dorn directing the displays at Kline’s, a 
close adherence to conservative “sales appealing” dis- 
plays was noted. The entire front carpeted in black gave 
(Continued on page 56) 
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—“Clem Whateley,” display 
director, Crowley-Milner, has 
dramatized “Matt Tompkins 
General Store” for this display 
of “Vaseline Hair Tonic.” 
What a radical change from 
the average department store 
drug display— 
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Crepe Paper 
Trims Step 
Forward 


By H. A. HARRINGTON 
SERVICE BUREAU, 

C. A. REED CO., 
WILLIAMSPORT, PA. 





Window No. 1. 

Color scheme: Sand No. 160, Nile green No. 131, 
celestial blue No. 140 and light yellow No. 151. 

General crepe instructions: Across the top place 
a three fold width of celestial blue stretched crepe. 
This, as you will note, is placed horizontally to give 
a sky effect. Across the bottom section place Nile 
green crushed crepe, to represent the sea. This is 
placed in a slanting position to give the effect of 
waves. On the base of the window, and built of 
boxes, place crushed and puffed sand crepe. To make 
the scene more realistic, place birds and ships on the 
background as shown. Edge the entire effect with a 
set of light yellow tubes, spaced a few inches apart. 
Between these tubes place No. 8102/131 twisted gar- 
lands. In the front and on the top place two rows of 
slashed crepe, Nile green, cut unevenly as shown. 


—It’s surprising what can be done with crepe paper— 


—Crepe paper is being used for department store backgrounds— 
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The side front panel is next and consists of one 
fold width of celestial blue crepe, edged with Nile 
green tubes. A set of light vellow tubes spaced a 
few inches apart is placed diagonally across the panel. 
On the upper right side place a Nile green fluted edge 
rosette, with streamers of light yellow hanging from 
same. On each side of this panel place one set of 
light yellow tubes, spaced a few inches apart, and 
between same, place No. 8102/131 twisted garlands. 

Cover the main back section with celestial blue 
crepe. Panel same off. Where each fold is over- 
lapped, place tubes. Use light yellow for the center 
tubes and next to these on each side place Nile green 
tubes. Next to the Nile green tubes, place yellow 
tubes. Each set consists of five tubes. Across the 
top place a light yellow valance with puffed celestial 
blue crepe at top. 
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Window No. 2. 

Color scheme: Black No. 103, light pink No. 121, 
lupine No. 146. 

Front and side trim: Make a lupine valance one- 
half fold wide with circular and fluted edges. Tack 
this against the front and left side front framework. 
(In each front corner and the left side front corner 
place No. 8102/121 twisted garlands. 

Background : Cover the complete background with 
hlack stretched crepe. In the center place a thirty- 
six-inch circle made of compo-board and cover with 
light pink and lupine blue puffed crepe. In each 
corner place quarter circles of the same treatment 
(the four quarter circles are equal in. size to the one 
large one). From the center circle extend twisted 
streamers of light pink and lupine, as shown in the 
photograph. 

Flooring: Cover the floor with black stretched 
fluted edge crepe. Along the front place light pink 
tubes. Across the back and sides place slashed and 
crinkled crepe. The box is covered with lupine blue 
crepe with a narrower strip of light pink. 

































—An effective “Old Gold” trim— 


Window No. 3 

Color scheme: Celestial blue No. 140, light yellow 
No. 151. 

Front trim: Make a valance of light yellow one- 
half fold wide, the design as shown in photograph, 
and tack against the front framework of the window. 
Make a celestial blue valance a little wider than the 
previous one and tack in back of the yellow one. In 
each corner place a set of celestial blue tubes spaced 
a few inches apart. Between these tubes place twisted 
streamers of celestial blue and light yellow. 

Background: This type of background, namely a 
checkerboard, is quite novel and different from the 
average background. It is very easily worked out and 
can be quickly installed, Begin by placing four-inch 
strips of light yellow across the background, ver- 
tically, tacking them at the top and bottom, being 
sure to place the strips next to each other. Continue 
this treatment across the entire width of the back- 
ground. Now start at the upper left-hand corner and 
plice strips of celestial blue horizontally, the same 
width as the yellow. Be sure to interweave the blue 
St'ips with the yellow. Continue this treatment down 
th length of the window. Edge each side with a 
tuve of light yellow. 
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NEW! For the NEW Season! 


Onli-Wa Displays to Greet Fall 
With a Real Sales Punch. 


Ready for Autumn and ready to do a good display job 
like all other Onli-Wa units.. At prices you'll call 
“extremely reasonable!” Order today for immediate 
or later delivery. 


Design No. 4000 


New Walnut and Chrome Displays— 
that modernize and popularize Fall styles 
Also in Maple and Chrome 

Reg. U. S. Pat. Off. or Antique Oak and Chrome 


MEOML-WA FIXTURE CO. 


Dept. D.W., St. Paul Ave., Dayton, O. 
Chicago—1323 Merch. Mart. Buffalo—i2 Root Bldg. 














Members National Display Equipment Association 














Now, This New Treasure Book of 
Display Ideas— 


Cutaw!l Designs 
9 


A new book 
just off the 
press to give 
Cutawl Users 
a source of 
artistic, prac- 
tical and 
effective dis- 
play ideas. 











There _ has 
been an insistent demand for a book of this kind 
and every displayman should welcome it for the 
many ideas it contains for backgrounds and dis- 
play units, both for show window and interior 
display. ; 
120 pages of hundreds of designs and actual 
displays. It will quickly prove its value and no 
Cutawl user can afford to be without it. Order 
your copy NOW. 


Price 2-50 Postpaid 
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Who They Are 
and What They 


Say 


HOWARD W. BUCK 
R. F. HERNDON & CO., 
SPRINGFIELD, ILL. 


* SKETCH NO. 76 


ERCHANDISING drug store win- 
dows is a far cry from merchandis- 
ing department store windows, but 
a drug store is responsible for my 

start in the display game. Yes, eight years 
ago I was trimming drug store windows; 
eight years ago I walked into the John Bress- 
man Co., Springfield, Ill., and told Jack 
Wicks, the display manager, that I intended 
to be a window trimmer, and eight years ago 
he gave me a job carrying fixtures. 


Carrying fixtures and trimming windows 
are very different, but I soon found out that 
my drug store experience, while making me 
window-conscious, did not make me a window 
trimmer. I found out that my training had 
only begun, and that if I intended to become 
a real displayman I would have to work hard 
and study display fundamentals. That’s just 
what I did, and, as my display knowledge 





DISPLAY WORLD 


—A “Buck”. display of shirts and pajamas for fall— 
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—“Buck” backgrounds are as distinctive as they are beautiful— 


grew, the realization grew that if I wanted to 
use my own ideas of display and work out 
my own problems [ had better get a job as 
display manager in some smaller store where 
I would have these opportunities. 


Of course, display jobs weren’t easy to 
get, especially for a young fellow. Most 
every store wanted an experienced display- 
man, a man who had a few years experience, 
so I soon found out that I wasn’t so well off 
for quiting my job at Bressman’s. I soon 
lined up a few stores and did free lance work 
for a while but kept my eyes open for a real 
display job. The first chance came when | 
secured the display position with Westen- 
berger & Wetterer Co., who had just moved 
into a larger store building which meant ‘he 
creation of a display job. They had never 
had a displayman and as the owners liked 
to dictate the contents of the windows I dicu't 
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stand a chance of working out my ideas, so I left and 
went with the Frank Kalib Company as display 
assistant. 

I returned to Westenberger’s after a few months, 
where I remained for a year and a half. Westenberger 
had dissolved partnership and the new merchandise 
head let me carry out my ideas about display. Some 
oi my ideas, I must admit, weren’t very sales produc- 
tive, but I would profit by each mistake and I tried to 
never make the same mistake twice. 

Realizing that I needed more display experience ; 
realizing that I didn’t know it all when I first got into 
the display game and arranged my first successful win- 
dow, my head did swell and I did think that I knew 
just about all there was to know about window display, 
I left Westenberger’s and took a job on the display staff 
of Block & Kuhl Co., Peoria, Ill. Ellsworth H. Bates 
was the display manager, and I felt that under Mr. 
Bates’ leadership any deficiencies that I might have 
would be ironed out. 

The two years that I spent with Block & Kuhl’s 
placed me in line for my present position with Hern- 
don’s. I secured this position after being recommended 
by Jack Wicks, Charles Hostic, W. C. Henry and other 
displaymen I had worked with, as well as the reputation 
I earned when associated with Block & Kuhl. 

At Herndon’s I have thirteen window sections to 
merchandise. Two corner windows are about nine by 
twelve feet in size, while the center window is thirteen 
by sixty feet in size; this makes it the largest center 
window in Illinois, with the possible exception of 
Stevens Bros., Chicago. I have been with Herndon’s 
approximately three years. 


What Price Glory! 


(Continued from page 15) 

interested in their windows because they realize that 
they are an effective form of advertising in close 
contact to the customer and the “point of sale.” 


The Fieldian Manner. 

Firms interested in selling display fixtures to store 
owners have not a job of selling art—or even price. 
They must sell the principles of merchandising—the 
importance of timeliness and fashion, from green 
handled knives and pans to match, to apparel—the 
importance of being dramatic. How to convey one 
idea and give it strength. Whatever his budget, it 
can be done. We said a small dealer couldn’t sell 
merchandise in the Fieldian manner. Why? A dis- 
play that reaches such magnificent splendor would be 
out of place in such a dealer’s window. People would 
instinetively be afraid of it. It would convey to them 
the idea of expensive merchandise. They would not 
be at “home” in such a place. It would attract atten- 
tion to the window but not to the merchandise. 

Many crimes have been committed in the name of 
mdernism. But the “modern” we speak of is the 
simple, dramatic manner of telling a story—selling 
an idea. Since it is impossible to sell more than one 
idex at a time, there is no logical reason why a win- 
doy should do anything more but concentrate its 
str-ngth on that particular thought. 
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= FREE == 
Just Off the Press 


A New 
Illustrated Booklet 
With 50 Good 
Display and Poster Ideas 








Featuring the Use of 
Cutout Felt Letters, Strips 
and Illustrations 





Felt Letters at New Low Prices 





Write on Your Firm Letterhead 


W.L. Stensgaard & Associates, Inc. 


981-982 Merchandise Mart 
CHICAGO, ILL. 























MODERN 





It's the service a fixture gives that counts... 
you'll find lasting values have been built in 
our products and that ours, besides being 
correctly designed to help display and sell 
your merchandise, wear well.---URBANITE, 
a design in wood shown here is an unusually 
good one finished in antique maple. It's 
decidedly attractive. Besides it, though, our 
booklet ‘Modern Display’ has many other 


excellent ideas to offer. Ask us to mail your 
copy. We will be glad to do so. 






HUGH LYONS & CO. LANSING, MICHIGAN 


NEW YORK, 485 FIFTH AVE,, CHICAGO, 131° MERCH. MART., BOSTON, 52 CHAUNCY ST. 


MEMBER "NAT'L DISPLAY EQUIP. ASS'N* 
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Building for 
Permanency 


The Empire State. 


F you want to get a true idea of the immensity of the 
Empire State, you should see her from the Jersey 
Palisades—just across the Hudson from Manhattan. 
There you can look at her as she towers above the 
other skyscrapers like a Great Dane picking her way 
through a brood of tumbling pups. Aloof she stands, 
symbol of lofty grace and beauty. 
3ut strength? From Jersey she suggests it, but, 
as we of the movie age well know, she may be only 
an illusion. Hollywood could build an Empire State 
just as good looking and impressive as this one—from 
the front—and it would only take a week or so to do 
it. The trouble is you couldn’t sell it to anybody 
after you were through taking the picture. 


The Invisible Under Portion. 

SMALL army of workmen toiled for a year to 

make this building. Working at terrific pace, 
they lifted the structure skyward a few skeleton 
stories a week. And yet—funny, when you think 
about it—the invisible portion underground was 
probably given more thought by the engineers and 
architects than the beautiful towering shaft we know 
as “The Empire State Building.” 


For the Ages. 

RY to conceive of the downward push of this 

mighty pile. Practically impossible, with only 
our puny muscles to gauge by, isn’t it? But the 
engineers and architects had to know, exactly, what 
this pressure would be. They had to know before a 
stone of the walls was placed in position. They had 
to know in order to plan a sub-ground structure ca- 
pable of withstanding it. 

Down through the remains of the old Waldorf- 
Astoria they drilled, down through the soil beneath, 
down through stone and gravel—to bedrock. On 
bedrock—the earth’s very crust—they built their cas- 
tle. A building for the ages. 


Building for Permanency. 

HERE is a lesson in a great structure of steel and 

concrete for the builders of a new business or 
organization. Any organization, to last, must rest 
on a firm foundation. The more permanent the 
founders or organizers want their institution to |e, 
the deeper they will dig before beginning to build. 
Impatience to rise upward will only hasten thcir 
course downward—until they have reached facts as 
hard and permanent as the bedrock which supports 
the Empire State. Then, painstakingly, carefully, 
they will lay the underpinning for the super-structure 
that is to follow. That is building for permanency. 

(Idea and illustrations, “Building for Permanenc),” 
courtesy “Good News,’ R. C. A. Radtotron Compaiy, 
Inc., magazine. ) 
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The Display Profession. 

‘ you want to get a true idea of the immensity of 

the display profession, look back the years to the 
hb ginning of mercantile endeavors. There, at the be- 
giuning of merchandising, display of goods was 
deemed important. There, among crude bazaars and 
market places, display was born—born of necessity, 
conceived as “sine qua non,” but left to flounder and 
struggle alone through the ages. 

But strength? How can display have strength 
wien, instead of being built on a solid foundation—a 
foundation of display knowledge; a knowledge of 
dcfinite facts and proven fundamentals and methods— 
it was built lke a tent and left to shift through the 
siiting sands of progress without a guiding hand to 
help through the dunes of dust, darkness and depres- 
sion. 


The Invisible Under Portion. 

GREAT army of display workmen must bezin 

concentrating on d-splay facts; must begin prov- 
ing display methods, if the display profession is to 
progress. The “window trimmer” of yesterday-—and 
the displayman who is still the window trimmer 
must “wake up” to the job of merchandising displays 
and forget—now that they are displaymen—there is 
nothing more to learn, because there is. 





For the Ages. 

RY to conceive the downward push of the mighty 

pile on which rests the foundation of “The Em- 
pire State’-—compare that foundation with the foun- 
dation display rests on and then try and conceive the 
care and precision necessary to build a similar founda- 
tion for display. Can’t you realize—as a man who 
admits “the more one knows, the more there is to 
learn”—that it will be impossible for one man, alone, 
to accomplish this herculean task; that it can be ac- 
complished only when the display profession joins 
hands and works together. How much longer will 
the profession be “satisfied” with the present standing 
of display? How much longer will this “uncertain” 
state of display affairs last? How much longer will 
the displayman stay at the bottom of every store’s 
merchandising ladder? ... Until the profession learns 
that there is something bigger to display than a lot of 
old, antiquated ideas about personal display knowl- 
edge, and begin building anew for the ages. 


Building for Permanency. 
HERE is a lesson in a great structure of steel and 
concrete that it will do well for the builders of a 

foundation for display to consider. Display will never 

ad\ ance until the profession bases its work on sound 
fuidamentals, so that it as a whole, may impress upon 
the business world that display is really a scientific 
art and that only the trained man can really claim 
dis\inetion as a display manager. The more perma- 
nent the founders or organizers want their foundation 
to ‘e, the deeper they will dig before beginning to 
buiid. Impatience to rise upward should only serve 
to ssake the foundation more secure. Then, painstak- 

Ing’ y, carefully, the foundation for the underpinning 

of the display super-structure will be laid. By such 

met iods only can display build for permanency. 
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LITHOGRAPHERS— 
WAKE UP 

Who can answer this question: “What’s the mat- 


ter with lithography?” Perhaps we had better be a 
little more definite and explain what we are referring 
to. Our consideration of lithography is of a display 
nature. We are referring to the displays produced 
by lithographers for national advertisers. DISPLAY 
WORLD receives dozens of new displays each month, 
and, in commenting on the character, individuality, 
distinctiveness and originality of the majority, if, 
“The Greeks had a word for it,” it would be “lousy.” 


NATIONAL ADVERTISERS— 


WAKE UP 
The national advertiser seems to be the proverbial 
“ooat.” His product needs a new display, so what 


does he do? He contacts a group of lithographers or 
display manufacturers, explains the idea and, when 
the “art’’ is submitted, is he confused by the display’s 
magnificence; is he unable to visualize the finished 
display; can’t he conceive the display’s ability or 
inadequacy to “do the job,” or does the lithographer’s 
“high-powered” representative “sell him a bill?” 


INSTALLATION SERVICES— 
WAKE UP 


The display is finished. Maybe it doesn’t look 


like the advertiser had visualized it, but, he bought 
it and it will have to be used. Some installation con- 
cern is called in and asked to prepare the standard 
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“set-up” for the display. The “set-up,” which, after 
approval by the advertiser, is reproduced and inclucied 
with every display as “the model window.” This 
“model window” is reproduced wherever the disp!ay 
is set up. And, “the Greeks are still saying, ‘lousy’.” 


IN THE FIRST 
PLACE 


Like everything else, there are a few outstanding 
lithographers, and we don’t necessarily mean the 
largest organizations, who are capable of turning out 
consistently good work. It seems, however, that the 
reliable house prefers to keep in the background, e- 
pending on past accomplishments and reputation to 
secure “repeats.” When exceptional displays are 
produced by them they represent but another example 
of “work well done.” They are proud of. their 
achievements, justly so, but why allow the “bag of 
wind” type of display producers to lower the standard 
of lithography by producing inferior displays via 
the “high pressure” salesmanship method? Why 
allow inferior work to represent the standard capable 
of lithography, when excellence goes begging in the 
basement ? 


IN THE SECOND 
PLACE 


Versed, as the advertiser must be in the production 
market, it would seem that, either, he doesn’t know 
who is best qualified to handle display contracts, or, 
the placing of a contract rests on the “dollar and 
cents” side of good judgment. The best “art,” come 
it from a small or a large house, if it is the most 
expensive “art,” what hapens? ... One of two things: 

1. It isn’t used. 

2. The idea is pirated and the job is gotten out for 
less. The less means inferior workmanship, inferior 
art, inferior materials. That’s what we call “clever 
buying.” 


IN THE THIRD 
PLACE 


Be it good or bad “art,” be it a display for Coca- 
Cola, Pepsodent, Old Gold, Pond’s, Vick’s, Del Monte, 
Zenith, Flit, or some other nationally advertised 
product, the installation concern that “rates” the 
model display forgets all about the “art” and proceeds 
to be inspired with a couple of pieces of crepe paper, 
which when fluted, draped, festooned or tubed in back 
of the display, is supposed to served as a background. 
No consideration is given to the “artist’s art”; the 
art the lithographer created, the art the advertiser 
bought. Why buy “art” when it isn’t followed through 
at “the point of sale?” 


SO LONG 
AS 


So long as good lithographers choose to stay in 
the background for fear of being referred to as “‘out- 
spoken,” the producers of “poor” displays are go:ng 
to flourish. The lithographic and poster field necds 
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promotional work. The appearance of “good” dis- 
plsys in the windows of the country aren’t sufficient. 
Until producers of quality work establish a standard, 
the yardstick of excellence cannot be used as a meas- 
uring medium. The leaders must publicize their ac- 
coplishments through every available channel. Any 
progressive quality display producer that exploits his 
ability and understanding of modern display require- 
ments should win the commendation rather than the 
opprobrium of his fellow producers. The lithograph- 
ers psychology needs a change. Let’s lift the veil of 
m\stery and bring the subject right out in the open. 
Let’s do away with suspicion and selfishness, and 
everybody will benefit. 

So long as dollars and cents play the most im- 
portant part in the “play for business,” why wouldn’t 
it be a good idea to have “fewer” poor displays by 
having “more” good displays? 

So long as installation concerns choose to create 
installation ideas, and continue to ignore the “art” for 
the “crepe” end of the display, how can they expect 
to get “more” per installation ? 


SOLVING THE 
PROBLEM 


DISPLAY WORLD is going to stick its finger 
into this controversy. What we are going to do can- 
not be determined until you see the September issue 
of DISPLAY WORLD. If we accomplish nothing 
more than “waking up” the field to the possibilities 
of “following-through” with “art,” we will feel that 
our efforts will not have been in vain. 





M AND 
F 


Do you believe in numerology? Do you think 
that numbers and letters have anything to do with 
the suecess or failure of an individual or an institu- 
tion? Do you know what mysterious numbers you 
vibrate to? 

The above may speak, in terms distant, of the 
display profession, but we believe it will be interesting 
to make two comparisons of the “M” and “F” in retail 
establishments: Establishments that stand at the top 
of the ladder of retail merchandising success; and 
establishments that are recognized as leaders in their 
field. 

Everyone knows the M and F (Marshall Field) of 

the east, but do you know that the most outstanding 
store on the West Coast is an M and F also? 
_ Meier & Frank’s, Portland, Ore., is that store. It 
Is a store that occupies an entire square block in the 
heart of Portland’s shopping district. It is a store 
that dominates Portland’s skyline—with an observa- 
tion tower on its fifteenth floor. And it is a store 
Who's leader, Julius L. Meier, was recently elected 
§overnor of Oregon. 

‘Vhat does “M’.and “F” stand for in display? We 
kno » one—M. F. (Hershey) Stewart’s, Louisville, Ky. 
We know that he is an outstanding displayman and 
that he has gotten to the top of the ladder of display 
Success. But, are there any more “M’s” and “F’s”’? 
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“Billy Bill” Talks About 
Things He’d Like 
To See 


A displaymen’s unit in the National Retail Dry Goods 
Association. 


An “Arthur Price” among displaymen. 





Somebody to match this “bird” Hennessy, display man- 
ager for “Littman’s, Broadway, New York City, in trimming 
consistently good “price windows.” 





Fred Johansen and a few other “bozoes” not admitting 
they are the best “winder-dressers” in these whole United 
States. 





The “gigolo” who has had more varied occupations and 
experiences than this fellow Charlie Devausney of Namm’s, 
Brooklyn, N. Y. 





The man or woman who can even “tie” that “bird” Smith, 
displayman with Arnold Constable, New York City, with the 
proverbial “gift of gab.” 





Somebody to try and keep Dean Frankenthal away from 
a convention with his drape act. 





This fellow Lambert, of Carl Co., Schenectady, N. Y., 
sent me on that “spiffy” cap he wore at the Boston convention. 





Somebody even trying to do a better job than good old 
Joe Cook at Hearn’s, Fourteenth Street, New York City. 
There’s a boy you very seldom see mentioned, but just the 
same, is doing about the best job for his particular type store 
in the east, and, what counts more, Joe is getting the old 
“do-ra-me” and that’s “somethin’.” 





Dave Weinberg of Frankel’s and George Rooney walking 
arm in arm up Fifth Avenue. 





(And I’m not foolin’ you much) the “palooka” who threw 
my hat and coat out of room 920 to the roof on floor one, 
Hotel Bradford, Boston, during the recent convention. 





The woman who can compare with Mrs. Grimes, (wife 
of Ollie Grimes, display manager for Palais Royal, Wash- 
ington, D. C.,) in cooking and serving food and get the 
“kick” out of it that she does. You can’t know how good 
food can be until you “wrap” yourself around “Ollie’s” 
mamy’s meals. 





All you fellows down there in Baltimore, Washington and 
Charleston, get busy with your little old pen and ink and 
impress President Schmidt on this N. R. D. G. A. affiliation 
thing. Come on “gang” let’s go places and be somebody. 





Joe McCann (of the Washington, D. C., McCann’s), at a 
convention without a cigar “twiddeling” between the thumb 
and forefinger of his right hand, his left arm across his 
chest, supporting the right and invariably pointed to the sky. 





One of those smart (?) advertising managers climb in and 
try to trim a window, instead of handing out the old “bush- 
wah” to the merchandise man, the buyer and chief about the 
way a window should be dressed. 

Jerome Koerber and Herman Frankenthal swapping Irish 
stories in their decidedly German accent. 

My friend, “Jim” Foley, really get serious and show some 
real action on the N. R. D. G. A. proposition. 
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ORI than one hundred and fifty photographs —— “ First prize, Cutawl work 
were submitted for the sixth annual Cutawl (ets on ceiling of Tabor Theatre. 
: 2S oe q Work of R. M. McEnderfer, 
contest, conducted by the International Reg- 2 —T—s Rocky Mountain Celotex 
ister Co. The increasing popularity of cut- Company, Denver— 
out work is clearly shown by this increase in entries, ' 
and displaymen will proft by studying the photographs 
of prize winners shown on these pages. The judges— | 
C. W. Morton, chairman, Weinstock-Lubin Co., Sacra- iS 7 : —Third prize. Sand-etched 
mento; J. H. Everett, M. L. Parker Co., Davenport ; Ss. mi bigest osmnage 
Carl V. Haecker, Montgomery Ward & Co., Chicago, $i AS =f Weaver, Los Angeles, 
and K. H. Bordwell, Joseph Nusbaum Company, Sche- srtisin¢ Calif.— 
nectady—who were appointed by the I. A. D. M., | 
found their job very interesting and very difficult, as 
the selection of prize-winning photographs covered 
many and various styles and types of cutout work, such 
as ceilings, booths, doors, walls and windows. 
First prize was awarded to R. M. McEnderfer, a 
Rocky Mountain Celotex Company, Denver, for his Serf —Fiftt 
use of cutawl work in completely remodeling the in- eign T 
terior of the Tabor Theatre. More than 14,000 square by Ed 





























with © 


. : door ¢ 
— Sixth prize. 
Unusual door i*% : produ 
panel mounted ' The ¢ 
on glass. Work , : sec 
of Litwack & 4 ee 
Ludwig, Los “ otherv 
Angeles, Cal.— i achiey 
Kou 
R. B. 
his wo 
Horac 
tograp 
of root 
of cele 
: board 
—Second prize. Cutawl work : used, 4 
for orange show booth. Pro- fan: P 
duced by Clyde Hill, San é - = 
Diego, Calif.— : iftk 


+ 


A 88, dh ea” el ee 


August, 1931 


fect of 7/16” celotex cutouts were 
applied in multiple thicknesses to 
the plaster wall and ceiling sur- 
faces. The raised decorations 
formed in this way were painted 
with oil paints to produce the 
striking effect shown. 

Second prize was awarded to 
Civde Hill, of San Diego, Calif., 
for a unique display advertising 
San Diego County at the San 
Bernardino Orange Show. The 
display was 18 by 18 by 24 feet 
high. The column bases and capi- 
tals were cut out and illuminated, 
while the columns themselves 
were mosaiced with oranges. 

Third prize was voted to Loren 
D. Weaver, Sterling Antique 
Door Co., Los Angeles, Calif. 
Mr. Weaver’s entry was a sand- 
etched door. Stencils were cut 


cA 
SALUTES 


—Fifth prize. Cutawl work for “For- 

eign Trade Week” display. Produced 

by Ed Rose, Harris Hahlo Company, 
Houston, Texas— 


with the Cutawl, placed on the 
door and sandblasted. The effect 
produced is extremely attractive. 
The Cutawl made it possible to 
secure a wealth of detail that 
otherwise could not have been 
achieved. 

Yourth prize was awarded to 
R. B. Corson, Denver, Colo., for 
his work in the library of the new 
Horace Mann School. The pho- 
tograph shows one of a number 
of rooms in which over 60,000 feet 
of celotex standard building 
board, one-half inch thick, was 
usecl, 40,000 as a base and 20,000 
fee: in cutout ornaments. 

Iifth prize was won by Ed 
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—Fourth prize. Cutawl work on ceil- 

ing and walls of the new Horace Mann 

School, Denver. Design by R. B. 
Corson— 


Rose, Harris Hahlo Co., Houston, 
Texas. This window was used as 
a prestige display, and shows the 
principal imports and exports of 
Port Houston. The continents 
were appliqued to a large board, 
four by eight feet in size, and 
string was used to indicate steam- 
ship connections. The color 
scheme was green and white. 

Sixth prize was given Litwack 
& Ludwig, Los Angeles, Calif., 
who submitted a photograph of an 
unusual door panel mounted on 
glass. 


—Honorable mention. Cutawl work 

for screen background design. Work 

of M. H. Luber, The Killian Company, 
Cedar Rapids, Iowa— 
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Helen Dryden Is 
Putting Art In 
Industry 


By J. L. ROGERS 
HAINES, SPENCER & 
CHANCELLOR, INC. 
NEW YORK CITY 


OICING the need for more artistic displays 
by improving the appearance of the very 
articles displayed, Miss Helen Dryden, versa- 
tile and well-known artist, has expressed in a 

most interesting interview, her viewpoint of a woman’s 
reaction to the stimulating and captivating effect of 
beauty in any form. She feels that, fundamentally, 
women all yearn for pretty things; it is an instinct she 
hopes they will never outgrow, and, while it is closely 
coupled with an insatiable desire for variety, the yearn- 
ing for beauty is stronger and somehow can never be 
submerged. 

And this influence of beauty is quite apparent in 
woman’s buying habits. For instance, a shoe polish or 
tooth paste suddenly appears in a smart contemporary 
wrapper: Isn’t it natural that many new purchasers 
will desert the one on the shelf beside it with the Ed- 
wardian wrapper? Without a doubt! And Miss Dry- 
den also feels that the men nowadays are by degrees 
showing more and more preference for attractively 
packaged goods. 

Beauty products, of course, demand very attractive 
containers—more so than anything else we use. No 
matter how good the product might be, it has no sales 
appeal unless there is something decidedly appealing 
and glamorous about the wrapper it comes in. If the 
cold cream we use leads directly to the path called 
“beauty,” should not everything connected with it be 
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beautiful, too? Every detail of the jar should be per- 
fect—the color, the form, the label and the top. And 
so with the powder boxes and bottles. Miss Dryden 
has found that lovely ladies are determined in their 
pursuit of exquisiteness, and that the more temptingly 
a product is’ presented the more faith they have in it 
and the more pleasure they get from using it—she 
even admits she feels that way herself. 

One thing Miss Dryden cannot understand is why it 
has taken most manufacturers so long to realize these 
things. The biggest strides in improving the looks and 
display value of package goods have been made only 
recently. Not long ago any refinement of line, color or 
design in a commercial product was looked upon as a 
needless weakening of that product’s usefulness; cul- 
ture, to the hard-boiled business world, was an admis- 
sion of effeminacy. But, realizing that, coupled with 
the recent economic growth of this country was an in- 

















—A “Dryden” package de- 
sign is responsible for this 
ensemble panel— 


—A group of “Dryden” box 
designs done in a modern 


manner— 
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—The large box is a “Dry- 
—-An ensemble background 
panel inspired by a “Dry- 
den” package design— 


company— 














creasing consciousness of the value of art to commerce, 
a few far-sighted souls knew that a change in this atti- 
tude was bound to come, and they did their best to 
hasten that coming. 

Helen Dryden, who, a dozen years ago, began her 
fashion and designing work, is today one of America’s 
foremost industrial artists. Pianos, silks, linens and 
cotton fabrics, boxes and containers of all kinds, espe- 
cially for beauty preparations, are among her many 
achievements. She contrasts the satirical cry of her 
childhood—“buy a book for its binding”—with the 
fecling today of the value of beauty in our entire envi- 
ronment—even in the appearance of the outside of such 
things as jars, boxes, containers and packages in 
general, 

Miss Dryden is one of the eleven outstanding 
artists connected with Haines, Spencer & Chancellor, 
who have organized a department devoted exclusively 
to industrial design. This department caters to the 
need of manufacturers for the intangible element of 
beauty in product design. Working with the technical 
Organization of Haines, Spencer & Chancellor, Miss 
Drvden turns out designs which are not only beautiful 
anc rich in display value, but practical from a manu- 
lac\uring and merchandising standpoint. 
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Nat-Mat Showcard Board 


For Fall displays; Silver, Gold, and six 
beautiful colors of Wood Design. Samples 
are free. 


Local Dealers in all principal cities of the 
States and Canada featuring quick de- 
liveries and consistent prices. 


National Card, Mat & Board Co. 


MANUFACTURERS 
4318-36 Carroll Ave., Chicago, Ill. 

















@® THE BRISCHOGRAPH 


For Display Men, Card and Sign Writers and Poster Artists 


Will enlarge newspaper, maga- 
Why wes than $25 00 zine, photos or sketches of 
for a projector? Why 7x7 inches up to billboard 
buy a projector that does not size. Reproduces colored pic- 
use standard lamps? tures in their colors. It’s easy 
Why be satisfied with a lens to make life size posters, cut 
that covers less than a 7x7 outs and background panels. 
picture? Why have a projector Simply place picture, switch 
that cannot throw every picture, on lights, focus to size wanted 
facing right or facing left, for and draw with pencil or brush. 
instance, in scrolls or dupli- Find out what similar lanterns 


cating panels? cost. The Brischograph sells 
‘ ? for only $25.00 BECAUSE YOU 
The Brischograph is the only pro- BUY DIRECT FROM THE 


jector that-uses these advantages, 
so send for our booklet showing 
77 users. 


The Brischograph Co. 


92 E. Lakeview Ave., Columbus, O. 


MAKER. 
Comes complete with switch cord 
and plug. 300 watts and Trans- 
bose Mirror with two pictures 
in position. 


Now in its fourth year. 




















SPANJER BROS, 
MODERNIST! é 





ALL STYLES—ANY QUANTITY 


Write for Prices and Other Information 


Newark, N. J. Chicago, Il. 











































Grape Fruit--- Three 
Products In One 
Display 


CHICAGO, ILL. 


CCORDING to Hugh Kitchen, no form of 
publicity is considered more valuable than 


attractive point-of-sale display. The last 

week in April, authority to begin installing 
Mission Dry windows went out to 124 installers, cov- 
ering the territory from the Canadian border to the 
Gulf, and from the Atlantic Seaboard to the Nevada 
state line. 

The Mission Dry window displays will be uni- 
formly installed everywhere. This widespread cam- 
paign is believed to be the first on a national scale 
using the newly developed “silver leaf” crepe. The 
added expense of this beautiful crepe paper is con- 
sidered justified by the distinction given the display, 
and Mr. Kitchen points out that as a background it 
acts admirably to bring out the rich, appetizing colors 
of oranges, lemons and grapefruit, and their foilage, 
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By HUGH KITCHEN 
GENERAL SALES MANAGER, 
MISSION DRY CORPORATION 
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—HUGH KITCHEN— 


as used in Mission Dry displays. 

The displays, as illustrated on this page, features 
the company’s three products—Mission ‘Dry, orange, 
lemon and grapefruit—the last two products men- 
tioned are steadily increasing in popularity and are 
expected to gain thousands of new users during the 
summer months. 

Mr. Kitchen states that although widely imitated 
and copied since the Mission Dry Corporation origi- 
nated the “orange dry” idea two years ago, something 
over 150 imitating products having appeared in the 
field, today there are only three worthy of the name 
competition. He attributed the Mission Dry su- 
premacy to two things ... the superior quality of the 
product, and the company’s policy of using window 
displays to stimulate sales on an extensive scale. 


—Mission Dry’s three related 
products—orange, lemon and 
grapefruit—are featured in 
this attractively arranged dis- 
play. The background of the 
trim has been made with the 
new silver-leaf crepe paper ard 
the vivid yellow and orange of 
the Mission Dry _ products 
stand out very forcefully. A 
very simple trim but a very 
effective one— 
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“Dutch” 
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SMILE With 





Let’s See That Old Grin 
At Least Once a Month 











ASEARS ROEBUCK _ 
WINDOW TRIMMER 


UTC 








SCHACK’S FALL BOOK OF 
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CORATIVES 

You can always depend on the Schack Artificial Flower 
pany, Chicago, Ill., to produce a new group of outstand- 
window decoratives each time a catalog is issued. The 
fall catalog, just off the press, is but another example 


‘ieir leadership in the field of decoratives for display. 


“he catalog is printed in color. It illustrates over a dozen 
ela}; 
five 


rate unit background displays, displays from two to 
reet wide and seven feet high, displays combining Upson 
d, cut-out work and floral sprays, and displays priced 





from as low as $12.50 to $21.50. The catalog also numbers 
over fiity beautiful decorative base and floral pieces, pieces 
running from two to four feet wide and seven feet high and 
priced from $5.25 to $13.00. We cannot forget the lovely 
fall sprays which are legion; nor the two pages devoted to 
palm and ruscus decorations; nor the new fabrics, valances, 
paper decorations, spotlights, etc. 

In fact, Schack’s have done an outstanding job with the 
new catalog. It will inspire many a beautiful fall display, at 
prices heretofore undreamed of. This catalog should be in 
every progressive store. Have you written for one? 
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Show Cards That Have a Touch 
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of Individuality 

























Hunamas. 


ier and comfortable 











HAT is individuality ? 
Webster defines it 
as the sum of char- 
acteristic traits, or 

the quality or state of being 
individual. But what can in- 
dividuality have to do with 
show cards? Show cards, | 
guess, are just as individual 
as their creator. He is given 
a group of copy, the size of 
the cards wanted, the occa- 
sion—sale or style presenta- 
tion—and then it is up to him 
to put as much individuality 
into the cards as he can. 





I doubt, if a group of card 
writers were given the same 
batch of copy as is repre- 
sented on these cards—**Pana- 
mas, Cool and Comfortable, 
$5.00; “Roseville Pottery, 
Hundreds of New Pieces 
Await Your Choosing in Our 
Gift Shop”; “Smart Spring 
Styles”; “Joan Crawford 
Hats Exceedingly Smart for 
Spring,” “New Spring Frocks, 
Latest in Pastel Shades,” and 





Geeeher an. ome 





August, 1921 





By “DUTCH” HOLZAPFEL 





—A card man 
doesn’t have to be 
very clever to draw 
a group of pottery 
pieces which, in 
this case, can be 
shaded with a 
pen— 


—Another example 
of pen shading is 
shown in this in- 
teresting drawing 
of a man’s head 
and panama hat. A 
freehand sketch— 


—This 14x22 inch card shows possi- 

bilities of style presentation—a free- 

hand drawing, pen and ink work and 
brush shadings— 


MEMPHIS, TENN. 




















ROC VIII 
POT LERY 


Candreds of new 
picccs await your 
choosing in our— 
gift. sho 

































































“Tip Toe With the Feature 
Arch, Black or Brown Trim, 
All Styles, $10.00”—that any 
two sets of cards would have 
even the faintest resemblance. 
And in a show card the indi- 
viduality of any card ex- 
presses the character peculiar 
to individuals. 

Let us take the Panama hat 
card. How many card writers 
would conceive the layout and 
balance of the copy as I have 
presented it? How many 
men would balance the price 
at the bottom of the card 
with the hat design on top? 
How many men would use 
two lines for copy presenta- 
tion—when three and even 
four lines can be used? 

With the Roseville Pottery 
card we have enough copy for 
six or eight lines. The actual 
number of lines depends en- 
tirely upon the individuai’s 
placement of the copy. If a 
pottery group is suggested at 
the top of the card, the bal- 
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ance of the copy would in all 
p-obability assume approxi- 
mately the same layout that I 
hive used. If the pottery 
group is not used, an entirely 
different spacing must neces- 
satily be employed. In my 
curd, notice how “Roseville 
Pottery” has been spaced in 
the center of the card with 
the pattern design and how 
the copy, “Hundreds of new 
pieces await your choosing in 
our gift shop,” balances. 

The copy, “Smart Spring 
Styles,” can be presented in a 
dozen different ways. If a 
clothing drawing isn’t used, 
the card will not be a large as 
the card where the copy pres- 
entation is featured with a 
stvle drawing. In fact, it is 
doubtful whether the card 
without the style drawing 
would be much larger than 
7x11 inches, while the card 
here is approximately 14x20 
inches in size. 


The same _ consideration 
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My Joan Crawford hat card 
was criticized quite severely 
by several people, but the 
actual test of any card lies in 
its power to attract attention 
and gain interest, and one 
must admit that this card has 
the attention-getting qualities. 
It also gained customer inter- 
est in the merchandise, while 
the merchandise itself was re- 
sponsible for the desire and 
action of the individual. 

Without the use of the two 
silhouettes on the new spring 
frock card at the top and bot- 
tom right and left sides of the 
card, but few card men would 
obtain the same layout. If 
two figures were used it is 


: doubtful whether the same 
HAT Ss se placement would be made. 
The average card man prefers 

EXCEEDINGLY- to obtain a symmetrical bal- 


ance with his design and lay- 
SMART FOR atercr SAcsnibeeeerbiays 
out and in most cases the in- 
— SPRING 


dividual would probably use 
but one figure which would 
be placed either at the top, 
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—If you are not a cartoonist you will 

have to rely on your clipping files for 

reproductions of individuals—a marked 
likeness of Joan Crawford— 





—One thing would 
have improved this 
shoe card—do you 


know what it is? 
The shoe drawing 4 ip i OF 
should face into | 


the card instead of with the Fecture 





























off of it— 
| Arch. Black or 
| Brown trim, all 
—In speaking of | Stulcs. 
silhouettes, if you 
cannot make a 
drawing freehand, 
you can make a | Y 
tracing of a figure { 
which can be filled SSSSS— 
in— isa 
= a pak 
must be made for the “Joan Crawford” hat card. Ifa center or bottom of the card, with a straight layout 
pictorial presentation of Joan Crawford isn’t used, the of copy built around or to the figure. True, an 
copy will assume an entirely different placement, while angular presentation of copy is not always a happy 
iti: very doubtful whether the actual card without the one, but a little variety is often a welcome change to 
pictorial feature would be larger than 7x11 or 11x14. a straight balanced copy presentation. 
If: photograph of Joan Crawford is to be had, prac- The balance of the “Tip Toe” shoe card is a 
tically every card man would utilize it in some manner particularly happy one. The horizontal lines across 
on iis card. Such a tie-up isn’t found very often and the top and bottom of the card‘sort of frame the copy 
wh n an opportunity to combine photographs or draw- and the boxed shoe design, at the top left-hand corner 
ing of actual individuals on a card is available, a is perfectly balanced by the price at the bottom right. 


pov erful presentation is going to result. A very modern card. 
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Fall Cards for en 
Fall Displays 


By HARRY G. WALKER 
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SCHIENBERG-QUICKSILVER CO., are noted for 
WICHITA FALLS, TEXAS sound value. 
-YOu know 

our repulation 

for smarU 
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—These “Wal- 
ker” cards are 
11x17 inches in 









































| size. The stock —Window shoppers, after 
is a light buff; being greeted for the past col 
| the lettering, six or eight weeks with it 
[43° black— glaring full sheets, red let- fr 
P é , he nes tered, trimmed in _ green, é 
| y has fine who —“Harry Wal- proclaiming new low price, the 
| ker” takes a on seersucker suits at $4.98, wil 
' Our picasure to pen, a bottle of should welcome these new % 
sf Offer au ink, a piece of “Walker” cards— CI 
mat board and FA 
* FIVE DOLLARS then turns out 
a real card— 
car 
SS ee - MARL Oa shite Phen omer - 
har ane wil 
we 
HE new fall season will be welcomed by the the 
public and everyone connected with the store Sag 
if a clean-cut, sincere sales and merchandis- g0c 
ing policy is adhered to. The public is filled car 
up on depression, mark-down sales, no-profit sales, Di 
lower prices and the cut-throat methods of the past PR 
few seasons. The morale of the sales forces has been of 
lost, the confidence of the customers destroyed, and to 
seasonable and saleable merchandise has dried up and on 
died a natural’ death right in the merchants hands for in | 
fear that tomorrow it may still b2 bought for less. is i 
Before the last two weeks of August the cob-webs 
of depression should be swept away. Stores should pen 
have their stocks in prime condition ; new fall merchan- Stoc 
dise should be welcomed with open arms. Merchan- doy, 
dise will be priced on the levels of today’s commodity disc 
prices, and stores not weighted down with burdens of ee mesg ae be 1 
carried-over, marked-down merchandise, stores with smart e the 
clean stocks, are going to make money. Chase for in § 
Even before the last week in August stores pro- LLEGE MEN - sig] 
moting men’s and boys’ wear should have fall displays grec 
—displays designed to attract the attention of the Tull 
younger men who will soon be leaving for school or 
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CLM CC Sa LN 
JStWes for School gpelingr | 
~FROM THE BOYS OWN SHOP, 


MAS) G. Wien 6 A —— | 


—A “Walker” card that is simple, easy to read and 
easy to make— 


college. Even though the display budget is cramped, 
it will be well to open the budget strings a little to 
freshen up the background. Even if it is nothing more 
than a few pennants from nearby schools, make your 
windows look like they mean NEW FALL MER- 
CHANDISE — NEW FALL STOCKS — NEW 
FALL PRICES. 

Most important of all are the window cards—the 
cards that will announce the new season. No unit or 
window will be complete without a smart, well-lettered, 


' well-worded card that will link up your displays with 


the season. Cards that carry a real merchandise mes- 
sage, a message that tells something definite about the 
goods; cards that are in harmony with the window; 
cards that are easy to read, and, most of all, cards that 
DO NOT dramatize that sick phrase, LOWER 
PRICES, are the cards that will be successful. Prices, 
of course, are going to be attractive, but the best way 
to get around this is to place a small, neat price ticket 
on each article in the display. This will leave no doubt 
in the customer’s mind as to whether the merchandise 
is in his price range. 

The cards illustrated ‘with this article are of the 
pen-lettered type.” The size card is 11x14, the color of 
stock buff. The merchandise message has been boiled 
down, but stresses the new season, the new merchan- 
dise and the new styles. These cards are designed to 
be sed with advanced showings of fall goods, to begin 
the niddle of August and up until the opening of school 
in September. Cards of this nature will be a welcome 
sigh: to the eyes of window shoppers, after being 
greted for the past six or eight weeks with glaring 
full sheets, red lettered, trimmed in green, proclaiming 
new low prices on seersucker suits at $4.98. 
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No 
« Unheard-Ofs ”’ 
IN MY LINE.... 


In card writers’ and display equipment there are names that 
have always meant quality—Paasche, Bausch and Lomb, Cut- 
awl, and many others. 


And the supplies identified by these famous names are found 
in the DAILY line ... every one of them backed by two 
guarantees—the maker’s and Daily’s. Check this list. 
Clear-O-Scope Projectors 
All Paasche Air Brush and Spraying Outfits 
Speedball Pens 
Higgins Ink 
Devoe, Prang, Carter’s, Bissel’s Show Card Colors 
Art Gum 
Esterbrook Pens 
Artascope 
Bausch and Lonb Projector 
These names mean dollar-‘or-dol!ar value. Every nationally 


famcus item is included in Daily’s big catalog of “PERFECT 
STROKE” Brushes and Supplies. Send for your copy today. 


Ohe House of Pertict Stroke Brushes and Supplies 


126 TOI3O E.THIRDST. DAYTON, OHIO. 











Jewel Electric Specialties 


Our Jewel Travel 
Word Sign shown 
here has room for 20- 
word message. It is 





brilliantly lighted and can be _ changed 
quickly by merchant. 

MAYER’S MOVABLE ELECTRIC TURN- 
TABLE has been purchased by us and we 
make many new designs in Chrome. 
JEWEL ELECTRIC FOUNTAINS. We 
have over 30 new designs of portable elec- 
tric fountains for display. Also large color 
change fountains. Send 6 cents for large 
catalog. We want reliable distributors. 


JEWEL ELECTRIC & MFG. CO. 
4505 Ravenswood Ave. CHICAGO 
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THE AUTUMN GUIDE TO BETTER 
WINDOW DISPLAYS 

What is the “autumn guide to better window displays?” 
Don’t you know? It’s the Adler Jones’ Co., Chicago, new 
fall catalog. And, is it an inspiration? Well, the best way 
to find out is to write for one of these new books and judge 
for yourself. 

Always a leader in new things, the autumn catalog, on 
the very first page, illustrates the effectiveness of felt applique 
on a fall unit background displayer screen. The screen is 
three feet wide and six and one-half feet high. It is so de- 
signed that one side carries shelves for merchandise. It is 
built of wood, wallboard, covered with crash and the design 
appliqued in felt. Truly a wonderful piece for $22.75. 

Continuing through the catalog one finds that new material 
“Adpack” combined with felt in some of the most attractive 
fall designs that we have ever seen. The effects that are 
obtained with these two materials are surprising to say the 
least. Then, on page 46, adpack corrugated, in twelve colors 
and two widths, is listed in ten-yard rolls, that the creative 
displayman may buy this material and make his own designs. 
Felt letters are also listed and we profer that many a fall 
background will concentrate on the “background message” 
for its sales punch. 





THE INTERNATIONAL REGISTER PRESENTS 
CUTAWL DESIGNS 

One of the most interesting books that it has been our 
privilege to revue is the new book of “Cutawl Designs,” 
published by the International Register Co., 15 South Throop 
Street, Chicago, Ill. -The first half of the book consists of a 
group of Cutawl designs by Vincent V. Colby, inventor of 
the Cutawl. Over 100 startling examples of modern Cutawl 
work are shown. They consist of designs for doors, screens, 
railings, panels, gates, windows, lanterns, hinges, letters, bor- 
ders, etc. The second half of the book is made up of actua! 
examples df Cutawl work. Here, over 75 photographic repro- 
ductions show elaborate window, booth, lobby, float, interior, 
panel, screen, etc., displays. The book is bound in soft covers 
to enable the’ displayman or card writer to insert it in the 
various tyfes of projection lanterns without cutting it up. 
We believe that the International Register Company have 
created a book which will have widespread appeal and value. 
It is priced at $2.50. 





A NEW ELECTRICALLY OPERATED 
DISPLAY FIXTURE 


Always pioneering in new creations, David Zaiden, favor- 
ably known for many years in the toy and doll industries, 
has recently perfected an interesting mechanical and elec- 
trically operated window display fixture. 

This new sensation in the window advertising world car- 
ries several changeable messages on revolving cylinders at 
the top, and permanent copy on the side panels for institu- 
tional copy and special sales. In the center of a fashionable 
doll in action calls attention to these. 

This effective and eye-attracting display is suited for many 
types of retail store window display. It is manufactured by 
Zaiden’s Mechanical and Electrical Doll Co., 38 West Twen- 
ty-eighth Street, New York City. 





S. JOHN AMERICAN DISTRIBUTORS FOR 
IMPORTED MANNEQUINS 

S. John Importers, Inc., 25 West Thirtieth Street, New 
York City, have become the sole agents for the U. S. A. and 
Canada of a prominent European factory, manufacturing a 
well known line of ladies and children’s figures. 





A CORRECTION IS IN ORDER 


In the July issue of DISPLAY WORLD, on page 52, we 
credited the Supplee ice cream booth display to the S. J. 
Hanick Co., Philadelphia. We have since been informed 
that the booth was designed by “Jenter Exhibits” while the 
Hanick Co. but installed the merchandise display. 
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WHEN YOU MUST TAKE THE 
SPOTLIGHT 

When you put your product on display at an exhibit, must 
it stand alone, or will it be surrounded with an atmosphere 
that explains its merits, stresses advantages, and actually 
sells? 

Such is the message that Jenter Exhibits, Inc., Chanin 
Building, New York City, has prepared for advertisers in a 
new bgoklet which explains their activities in the field of 
special and booth displays. This new book explains how and 
why the service of Jenter exhibits does give effectiveness to 
the presentation of any service, product or business institu- 
tion, when it must take the spotlight at an exposition or 
business show. 





A NEW HOSIERY FORM 

A patent has recently been issued to W. J. DeWitt, presi- 
dent of the Shoe Form Company of Auburn, N. Y., manu- 
facturers of Fairy Forms for displaying men’s, women’s and 
children’s hosiery and shoes, covering a new type of hosiery 
form. 

This new form being flat is a decided departure from other 
types of Fairy hosiery forms which are moulded to represent 
the human leg. It is made from .150 guage transparent Fairy- 
lite and is 3314 inches high, being held upright by a circular 
base of the same material with the toe uppermost. 

This type of form was developed to meet the demand of 
several hosiery manufacturers. Being transparent, it pro- 
vides an effective means for displaying hosiery having a 
special type of weave or having distinctive features incor- 
porated in the knitting. 

It is also interesting to note that within the past year 
several other patents have been granted to the Shoe Form 
Company covering Fairy hosiery forms as well as their 
process of manufacture. Included among them is a patent 
covering the weighted toe, an exclusive Fairy Form feature, 
which holds them erect, perfectly balanced without supports 
of any kind. 





MAHARAM EXPANDS 
FACILITIES 

Despite conditions, the business of the Maharam Textile 
Co., who caters to the display managers, unusual and novelty 
display fabrics, has been steadily increasing for the past 
few years, and necessitates an expansion program. A short 
time ago the Chicago branch was obliged to triple their 
space, and improve their facilities in many ways. 

The New York headquarters of this company have just 
followed up this move by taking over their entire building at 
107 West Forty-eighth Street, and are now engaged in en- 
larging and beautifying their premises, changing their entire 
front in a modernistic manner, and adding a beautiful show- 
room for the convenience of any display managers who will 
be able to see the latest fabric creations in a very interesting 
environment. : 

All displaymen are cordially invited to visit the Maharam 
Textile Co., where the wide range of fabrics afford many new 
display ideas. 





THE SOUTHERN DISPLAY . 
FIXTURE MART 

Fred G. Behles, identified for the past seven years with 
Art Fixture Manufacturing Co., has recently entered the 
display fixture field independently and has opened offices 
in St. Louis and Memphis. The firm name is Behles Fix- 
ture Co. 

Mr. Behles is well known throughout the southern te’ti- 
tory and is strongly identified with all movements of the 
Southern Display Men’s Association. 





SEVERAL COLORS AT ONE 
IMPRESSION 

The Showeard Machine Co., Chicago, announces that its 
show card printing machines will produce show cards of 
streamers in any number of colors at one impression. The 
machines come in two sizes, 11x14 and 14x22 inches. 
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ATLANTA, GA.—Virgil W. Shepard, 21 Courtland St., S. E. Oldest 
an largest service in the south. Organized 1905. Ask Association of 
National Advertisers. 





AUGUSTA, GA.—M. F. Barton, 1424 Glover Street. House to house 
distributing and window displays. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BOSTON, MASS.—New England Display Service, 186 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BOSTON AND NEW ENGLAND—Bas-Man Display Service, 280 
Friend Street. Windows of distinction for national advertisers. Most 
satisfactory references. 


BUFFALO, ROCHESTER, SYRACUSE, ALBANY, POUGHKEEP- 
SIE, UTICA, BINGHAMTON, ERIE, PA., and smaller intermediate 
cities and towns. WINDO-CRAFT DISPLAY SERVICE, INC., 378 
Pearl St., Buffalo, N. Y. E. Preston Browder, Pres. 








CALIFORNIA.—Larger cities covered daily; country towns every 
14 days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Ad- 
vertising Co., 1534 Sunset Blvd., Los Angeles. 





CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 








‘ CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
402 Industries Bldg. Dayton, Ohio 














COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





INDIANAPOLIS, IND.—National Displays, Inc., 29 Kentucky Ave. 
WE FURNISH PHOTOGRAPH OF EACH INSTALLATION. 





LEXINGTON, KY.—Cropper Display Service. Oldest and Best. 


LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 


LOUISVILLE, KY.—Myers Display Service, 427 E. Broadway. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
service. “ASK ANY ADVERTISER.” 


MILWAUKEE, WIS.—Stefan, Inc. The only organized window 
advertising service in the State of Wisconsin—nationally recognized 
as leaders. Write for our book, “The Firing Point.” 














NEW JERSEY. WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 


_— 


NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 

e:chandised Window Displays.” 
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DISPLAY SERVICE DIRECTORY 
A Guide for National Advertisers 
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NEBRASKA.—Davison Display Service, Inc. Lincoln office, 423 
S. Eleventh St., Paul C. Davison, Mgr.. Omaha office, 338 LeFlang 
Bldg., R. J. Obink, Mgr. “Photo Checking System.” 





NEWARK, NEW JERSEY—Realart Window Display, 893 Broad St. 
S. Harold Ragonesi, Mgr. Window installation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles. 
hed have satisfied others, why not you? You can try our service 
ut once. 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS | 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
N. C. Branches at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville, S. C. 





OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. <A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. . 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
101 Commerce Bldg., Lobby. The only service covering Sioux City, 
Iowa, and Sioux Falls, S. Dak. 





ST. LOUIS, MO.—Thornhill’s Display Service, 2108 Olive St. A 
complete and reliable window display service for the national adver- 
tiser. We satisfy our many clients. 





SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A.H. Olson, Manager. A reliable and established display service. 





WATERLOO, I0WA—Henson Display Service, 329 Mulberry St. A 
complete window display service in this vicinity. 








BE REPRESENTED IN 
THIS DIRECTORY 


Responsible local display services are invited to arrange 
for the listing of their companies in this directory. It provides 
a very effective contact with users of window display installa- 
tions. The cost is very low, only $3.50 per line per year. For 
example, a three-line listing will cost only $10.50 for a full 
year’s service. One-inch display ads cost $5.00 per month on 
annual contract, payable semi-annually in advance—$30.00 with 
order. Let us have order for your listing or ad to begin with 
the next issue. 
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Display Service 
Activities 


DISPLAY INSTALLATION ASSOCIATION 
COMPLETES PLANS 

A meeting of the officers of the Display Installation Asso- 
ciation was held at New York City, July 10, which was 
attended by R. S. Rileigh, president; H. M. Copellman, vice- 
presideat; E. P. Browder, treasurer, and S. J. Hanick, secre- 
tary. At this meeting rresident Rileigh announced the ap- 
pointment of the constitution and by-laws committee, as 
follows: Sol Fisher, Chicago, chairman; Melvin Myers, 
Louisville; H. M. Copellman, Boston; Maxwell Salt, New 
York City and Harve Ferrill, Chicago. Plans were completed 
to enlarge the membership and to raise the funds necessary 
to carry on the aims of the association. Among the new 
members enrolled since the Boston meeting are Walter G. 
Vosler, Cincinnati Display Service, Cincinnati; Melvine 
Myers, Myers Display Service, Louisville, and Harve Ferrill, 
Neighborhood Stores Display Service, Chicago. 





WINDOW DISPLAY VALUE 
EMPHASIZED 


In a letter announcing his regrets at not being able to 
attend the sessions 6f the display service men recently held 
at Boston, Lee H. Bristol, vice-president, Bristol-Myers Co., 
New York City, and recognized nationally for his progressive 
advertising policies, had this to say regarding window 
display: 

“Certainly window display advertising has made rapid 
strides in the last few years, and there is an increasingly 
greater appreciation by advertisers of the important part that 
point-of-purchase advertising is playing for so many products 
today. We have found through actual experience that win- 
dow display effort, properly coordinated with our other forms 
of advertising activity, provides the maximum efficiency for 
our advertising investment. 

“It is difficult to generalize, because each individual 
product and each individual advertising problem is a distinct 
one. However, let us hope that increasingly the advertisers 
of the country will be keen enough to appreciate and make 
use of window display and counter display, which is so im- 
portant and essential a medium of advertising. In this I am 
sure I express sentiment of the other members of the Asso- 
ciation of National Advertisers.” 





INSTALLATIONS AT LOW PRICES 
MEAN INFERIOR WORK 


The attention of national advertisers- and display service 
companies generally will find it particularly interesting and 
valuable to study the following letter which was sent to one 
of the largest display installation companies by one of the 
country’s national advertisers: 

“While I have you in mind I want to tell you something 
that I found out during the last ten days on one of my trips, 
which I think you, as one of the heads of the national display 
organization, should get to work on without delay. I, of 
course, do not want you to quote my name nor the name of 
our firm because we are getting some pretty low prices for 
window display service and getting good results. 

“However, in a number of cases this year we were able 
to get lower installation prices for window displays than we 
received in the past, but on checking up we find that the 
work is inferior. I took this up with one or two display 
services and they immediately took the easiest way out and 
said that all of the advertisers were pushing them for lower 
prices and so they kicked in with them. 

“I pointed out to them that advertisers certainly were not 
expecting inferior windows, but felt that the cost of every- 
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thing had come down so the cost of installation for windows 
should be going in the same direction. 

“The services I have in mind are not small ones, and | 
think that the window display firms throughout the couniry 
who are doing real work should certainly maintain prices 
which allow them to continue the same quality as they had 
given in the past. 

“No manufacturer expects a lower price on window in- 
stallations if it is going to result in a poor quality of work, 
because goodness knows the average quality has been none 
too good. 

-“T am sure you will find there has been a regular e;i- 
demic of this during the present year and some of the mem- 
bers of your own association are responsible for it. 

“If | had known two weeks ago what I know now, I would 
certainly have liked to have made that speech to your asso- 
ciation in Boston.” 

THE BETTER WINDOW DISPLAY BUREAU 
OF TEXAS 


During the Pharmaceutical convention, Dallas, Texas, 
the Better Window Display Bureau of Texas held a meeting 
at the offices of Mahan & Howe Display Service. The Liv- 
ingston Display Service, Austin, was elected a new member 
and will cover the Austin, Waco and surrounding territory. 
The Matthews Display Service, Wichita Falls, was given 
Amarillo and the surrounding territory. 

After a very frank discussion of the work being done by 
each member, the following officers were elected: I. B. Gage 
West Texas Display Service, president; Charles E. Mann, 
Harrig-Mann Display Service, vice-president; D. D. Mann 
and G. L. Harrig, Harrig-Mann Display Service, secretary 
and treasurer, respectively. The next meeting will be held 
in the home office of the bureau, Houston, Texas, January 3, 
1932. 

The 750 installations for Stanco, Inc., were discussed. The 
bureau covered the entire state of Texas during their recent 
“Flit” campaign. 





MAIN STREET—A HIGHWAY TO 
BIGGER BUSINESS 


The grand opening of “Main Street”—a highway to bigger 
business—the S. J. Hanick Company’s, window display in- 
stallation service, Philadelphia, Pa., contribution to better 
business, opened Tuesday, August 11. Main Street is a model 
street with window fronts of various types of stores in which 
displays suitable to each front are installed. It typifies the 
economy and effectiveness of window displays, and will serve 
as an object lesson in the advertising medium of the future. 

Hanick’s new location, northeast corner Eleventh and 
Wood Streets, affords greater efficiency in every way—in 
booking dealers’ windows; in storing and transporting display 
material; in checking installed displays. It also provides 
facilities for taking care of representatives by providing them 
with desk space, conference rooms, route lists, telephone and 
stenographic service. 





FINKS WINDOW DISPLAY SERVICE 
IN NEW LOCATION 

The Kenneth C. Finks Window Display Service, Sioux City, 
Iowa, announces its removal to 101 Commerce Bldg., lobby. 
The change results in a more convenient location and better 
facilities for the execution of its service contracts. 





ARISTO-CRAFT CUT-OUT LETTER 
ALPHABETS 


Windo-Craft, Inc., 378 Pearl Street Buffalo, N. Y., have 
just announced the perfection of a practical cut-out leiter 
alphabet, to be known as Aristo-Craft. Available now 15 4 
modern four-inch letter made of the best paper processed 
board. These letters are prepared in fonts of over 100 letiers 
and numerals complete with six sections of slotted moulding 
to the set. The letters can be had in green, orange, black or 
white and the moulding to hold the letters in silver or black. 
The display field will welcome this new and useful display 
specialty. 
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W!INDO-CRAFT DISPLAY 
SERVICE 

The Albany, N. Y., branch of Windo-Craft Display Serv- 
ice. Inc., will move into new and larger quarters on Septem- 
ber 1, having leased the first and second floors of the modern 
fir.-proof building at 669 Broadway, next door to Gibson- 
Srow Co., wholesale drug jobbers. The Albany office will 
be managed by Vincent Sanderson. 

in addition to two beautiful street windows, the office will 
be equipped with several dummy windows for the purpose of 
setiing up specification displays for national advertisers. 
Wen completed, this will be one of the most modern window 
disvlay service studios in the state. 

in addition to the installation of window displays for na- 
tional advertisers in the Albany-Troy-Schenectady territory. 
Windo-Craft will also conduct an art and special background 
department similar to that which has proven so successful in 
Buffalo for the past several years. 

Windo-Craft Display Service, Inc., very recently purchased 
the business of the Mears Advertising Service of Pough- 
keepsie, N. Y. B. LL. Mears continues in charge of the 
Hudson Valley territory. With this addition, Windo-Craft 
can guarantee the advertiser a uniform quality of service 
throughout the entire state of New York with exception to 
the New York City Metropolitan area. 





W. P. YORK, INC., PRODUCES THE NEW 
SPUD CIGARETTE DISPLAY 

Spud magazine advertisements have suggested the third 
of a series of Spud window displays, produced by W. P. York, 
Inc., Peoria, Ill. Two editions have been made of the last 
display which is printed in five colors—dark blue, light blue, 
white, orange and gold. These displays are installed by in- 
stallation services. Complete installation plans are attached 
to each display. 





SILVER, BLACK, LIGHT AND MEDIUM 
BLUE AND ORANGE 

That is the color scheme for the latest Ken-Rad, radio 
tube, display. It is a five-piece display, each piece of which 
has been designed to feature the actual product. A beautiful 
display in its simplicity. Produced by W. P. York, Inc. 





ELECTROLUX DISPLAY IN 
THIRD EDITION 
The design for the last Electrolux display was taken from 
a Saturday Evening Post advertisement and produced by 
W. P. York, Inc. The idea is that of a full sized figure of a 
magician taking a rabbit from a hat; the association with 
the Electrolux being: “Incredible, until you know the secret.” 
The display is reproduced in nine colors by the silk screen 
Process. One refrigerator is all that is needed for a complete 
window. The idea has proven so popular that three editions 
have been made. 




















IMPORTANT ANNOUNCEMENT 


The two items of interest in the display field are: First, 
Windows this fall are to. be dressed heavier; second, | 
Purchases are being watched more carefully by execu- | 
tives and research departments. 
In our new line of Cathedrals, Plateaux and Towers, | 
we have borne in mind the above conditions and have | 
produced a new line of fixtures that are new, attractive, 
Practical and lasting, being chromium plated. And 
above all they are moderately priced. We have added 
niany new numbers to our Onyx-Ide color line and 

ii 1s now complete. 

( omplete information will be sent you on request, as 
tus new line will be kept as exclusive as possible. 


CINCINNATI SHOW CASE & FIXTURE 





WORLD 


wn 








COOL CARDS 


to tempt HOT WEATHER trade 





Green of ocean, gray of dawn, 
blue of sky, mauve of sunset; 
all help to create interest 
among sweltering shoppers. 


Display card artists who know 
the Crescent line of board are 
never at a loss for backgrounds 
that fit the season. 


SEND 
for 
SUMMER 
SAMPLES 


CHICAGO CARDBOARD COMPANY 
666 Washington Blvd. Chicago, U.S.A. 


Show Card Boards That Fit the Seasons 














226 Main Street 


‘eto enn 


Cincinnati, Ohio 








New, Modern, Unique! 


COMPELS ATTENTION 






BIGGEST SENSATION OF Figure in action calls 
THE ADVERTISING WORLD attention to continuous 


‘ messages on revolving 
Mechanical—Electrical cylinder at top and per- 


Display Fixture , manent messages on side 
panels, 30 in. high, 24 in. 
LIGHT—COLOR—ACTION wide. Universal motor, 


Figures perform any motion suitable AC or DC. Write for 





to every kind of business. full details and price. 
ZAIDENS férectricat DOLL CO. 
38 WEST 28th ST. NEW YORE 


Distributors—Write for open territory 
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New York Displays 


(Continued from page 32) 


Lord & Taylor’s. 

N an especially torrid day it was refreshing for passersby 

to forget the steaming pavements and view a flank of 
arctic blue windows labeled, “Oh, so cool!” The captions 
were in white script and sprawled across the upper edge 
of the shallow background. The word cool was written 
“coooool,” the five o's overlapping. Four silhouette manni- 
kins in each window wore fluttering summer dresses. Con- 
cealed fans kept the garments in motion. Another series had 
wooden screens with colored crayon motifs. In the corner 
window, hats were displayed against a large portrait of 
Empress Eugenie. A third series had inset panels of a 
solid color with a decorative diagonal band resembling 
ribbon. Fur coats were featured. 


Russek’s. 
HE large corner window staged a replica of the Picadilly 
Night Club scene in the edition of the Ziegfeld Follies 
now current. Mannikins, standing and at tables, wore 
models designed by Russek’s for leading members of the 
cast. 


Altman’s. 
N aviation window, executed with the usual restraint 
peculiar to this store, tied-in with the arrival of the 
globe-encircling aviators. A single aviation costume was 
shown with aviation accessories. 


Macy’s. 


ie a side window, a step-by-step exhibition of how pearl 

buttons are made was given. Human interest photo- 
graphs illustrated the various stages in process of manu- 
facture, together with actual samples of buttons from their 
crude beginning to the finished product. Other photographs 
demonstrated how buttons are effectively employed to deco- 
rate costumes. This exhibit is in line with Macy’s policy to 
exploit some of the staple notions which many people no 
longer associate with the big metropolitan department stores. 


Hearn’s. 
N the center of each of two beach windows there ap- 
peared a unique bathing mannikin. She stood edgewise, 
poised on tiptoe, ready to take a plunge, and had only one 
arm and one leg. 


Arnold Constable’s. 
seahorse panels (be they pastel, oil, applique, or air-brush) 
continue to be the rule rather than the exception in 
New York windows. A recent series at this store were 
boldly air-brushed in gray and black tones on white ground. 
One représented a modernistic goddess seated on cloud-like 
posts. The base platform was covered with sheep skin fur. 
The main caption read, “Sheer Wool for Fall 1931.” Four 
mannikins were employed, three standing and one seated. A 
fur-trimmed coat and accessories were also shown. Earlier 
in the month I liked the window which simulated a closet. 
It tuned in with the Fourth of July, being painted in white, 
red and blue. It was labeled, “Vacation Wardrobe,” and 
was divided into four sections: Daytime, intimate apparel, 
sports and evening. Suitable garments appeared on hangers 
in each section and were spaced to allow spectators to get 
a good idea of the individual items. 


Stern’s. 
POR some time the ceiling or roof of the windows have 
been of wide-striped awning, the color combinations 
varying for adjacent windows. The wall backgrounds are 
still a plaster white. A recent window contained three man- 
nikins and a small accessory unit of black wood and silver 
metal legs. The card read, “Start Wearing a Black Satin 
Frock and Prove Yourself a Good Fall Prophet.” 
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Notes at Random. 
sad display devices introduced in the past few years have 
attracted the attention that has been accorded to those 
evolved by Leon Theremin, a young Russian, who is known 
as both a musician and inventor. His device consists of a 
revolving table which when loaded with merchandise and 
placed in a store window can be stopped or put into motion 
by the sidewalk shopper simply by placing his or her hand 
over a spot indicated on the window glass. It operates by an 
electro-magnetic principle. It can be applied to a great 
variety of things. For instance, a woman standing on the 
street and wishing to know how a dress in the window ill 
look under electric light needs but to raise her hand and an 
electric light above the dress will start rotating. Or the 
same movement may result in a phonograph playing, a man- 
nikin turning around or a machine putting on a demonstra- 
tion. Those now using it include Rogers Peet and the Hahn 
Department stores. 





Displays In Detroit 

(Continued from page 33) 

the following display scheme a “bang up” showing. Close to 
the glass and laying flat on the floor, white cut-out letters 
presented each group of merchandise. Captions taken at 
random were as follows: “Spectator Frocks,’ “Junior De- 
partment,” “The Satin Mode,” “Style and Value,” “Kline 
Crest Hose,” “Summer Frock Shop,” “Semi-Annual Shoe 
Sale,” and many others. 


Ernst Kern’s. 
Hc pressure, sales appeal, displays were seen at Kern’s, 
and Wm. Hopper, display director, produced some 
mighty effective windows. One scheme to sell yard goods 
was worked around a page in Harper’s Bazaar. From this 
page a Louise Boulanger frock was copied while the ma- 
terial from which the dress was made was draped from 
corners of the ad to the sides of the window. From the 
large black felt panel one could read, “10,000 Yards of This 
Season’s Newest Silks—88c.” This sign was done in large, 
white raised letters. 

Many nearby Woodward Avenue windows used the same 
black felt panel with smart sayings to augment the displays. 
Such panels as: “Smart Vacation Luggage,” “Sale of Bathing 
Suits at $2.95” and “Men’s Straw Hats Greatly Reduced,” 
were seen. Each of these series had considerable sale mer- 
chandise displayed in attractive units. The bathing suits, 
for example, were shown flat on black, felt covered boards, 
which slanted back to the top of the window. Six flat wood 
cut-outs were shown in a single group called “Chalk Prints.” 
The wording on this last group was carried to one side, 
where, in striking contrast, white letters were shown against 
green felt. 


J. L. Hudson’s. 

ITH the “Derby” an everyday topic and “Twenty Grand” 

of national interest, Hudson’s capitalized this timely 
event by introducing in a “Fall Millinery” display the new 
brown “Twenty Grand.” The background consisted of 4 
large, two-panel screen, one side plain, the other having 
three odd niches which displayed contrasting accessories. 
The simple wording, “Twenty Grand” and a sizeable framed 
picture of the racer, caught immediate attention. 

In a Woodward Avenue window a large portrait of Em- 
press Eugenie provided the setting for a display of hats, the 
styles of which are of that period—1860. Each of the six 
hats shown had a drawing of the original style, with the 
reproduction on a head form which showed the hats’ many 
interesting points. This presented the theme and its origina- 
tion in a compelling and interesting manner. 

The “Mid-Summer Furniture Sale” was presented in 4 
masterly fashion. Each furniture window was completely 
paneled with wall paper to harmonize with the different 
groups of furniture. Draperies were chosen for their coordi- 
nated relation to the period furniture displayed. Some twelve 
rooms were used in this group; including, Jacobian dining 
room, Early American Bedroom, Elizabethean dining room, 
Eighteenth Century living room, Louis XV music room, etc 
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Modern Business Methods Demand 
Trained Experts--Enroll Now in-- 








The Koester School 


Resident and 
Correspondence 
Courses of Study 


WINDOW DISPLAY 


ENROLL now for 8 weeks in the only graphically illustrated and 
practical course of its kind in the world where the student has 10 large 
windows to practice in and a series of illustrated charts and lectures to 
work out. 


In the school class room or in the modern—New Display course by 
mail—upon which we have spent thousands of dollars—the student will 
become a proficient displayman in a short space of time. 


ADVERTISING 


HUNDREDS of new charts graphically illustrating the NEWEST, 
MODERN Store methods of Sales Promotion and advertising have been 
added to the practical 8 weeks’ course of Advertising. These charts 
augmented by 52 practical lessons both in class room and by mail give 
each student a lesson a day supervised and corrected by a Sales Promo- 
tion Man of wide experience in Modern Store Publicity. 


CARD WRITING 


MODERN new methods of PEN and BRUSH strokes with graph- 
ically illustrated charts for class room and mail courses enable the student 
to grasp this interesting Art Work in a short space of time under the 
supervision of an expert card writer. 


THE KOESTER SCHOOL 


314 8. Franklin Street, Chicago 


Instruction Department of United Business Publishers, Inc. 


INQUIRY COUPON 


The Koester School, 314 S. Franklin St., Chicago 
Please send details on courses checked 
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This Month We 
Shirts 















































—-An interesting ensemble back- 

ground shirt panel is suggested 

above. An-excellent material 

to use to create the design is 

felt— 

—Shirt boards can be dressed 
many different ways, but keep 
the style the same in each 
display—don’t vary the idea— 






































T is the simplicity, as well as the individuality 
of merchandise that you should always try 
to present in your windows. We cannot 
question the fact that merchandise has indi- 

viduality, but that individuality must be preserved. 
When you can present an idea in a window in a simple 
way so that it will appeal to the customer then you 
will be able to say that your displays have indi- 
viduality. 

Display methods have changed. Nowadays a cus- 
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tomer is attracted through the order, the line and the 
beauty of a window and the displayman has become 
the artist who through applying correct fundamentals 
of display in his windows is able to arrange the mer- 
chandise picture out of shirts or ties or whatever there 
might be to display. The artist who arranges a mer- 
chandise picture that appeals and attracts through its 
line and beauty, attracts the customers, holds their 
attention and makes them feel that the item being 
displayed is the thing they want to buy. 

The displayman must realize more and more that 
the attractiveness of the window display has become 
a vital and important factor in the success of any 
retail establishment. It doesn’t matter whether the 
trim in question is a display of style or price merchan- 















































—The only time it is necessary 

to change a shirt board dress- 

ing is when a board appears to 

the right or left of a displey; 

the sleeves are then changed [to 
left or right— 
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> § Will Talk About 
—Shirt board sizes are many 
and -their shapes are varied. 
The preferred shape is oblong; 
the preferred size, 9x18— 
id the dise. It must have line, it must have order, it must 
enced have appeal, if it is to be a successful display. The 
entals merchandise trim is no longer just something to fill —Fiaturo inis design on an 
/ mer- up window space or to get the attention of prospective ensemble background, with the 
there customers to something that they use. A merchan- aie ae a Ge aan 
aie 4 : d ’ ; : eing featured on the end 
_ dise trim serves a very different purpose in twentieth panels— 
tes century retailing-—presenting goods—and when it fails —— as _ Be "= -_— 
their : gee oa “ye ae " changing e style of shirt 
ea to do that it fails in its first requisite, “visual presenta hoard displays in a chirt win- 
g tion of merchandise. dow, the display becomes con- 
One of the reasons for the failure of the average fused— 
e that show window to present goods lies in the fact that the 
“6st displayman cannot think one idea and when merchan- 
any 


dising a shirt window, for instance, he jumps from one 
ar the idea to another. He thinks this and that idea, and the 
‘chan- finished display is just a jumble of merchandise. 


. 





















































Why is it that so many displaymen try to present 
all of their display ideas in a single trim? Why can’t 
they use just one idea at a time—that is what they 
should do. When the customers see just a few things 
at a time they are seeing right; when they think just 
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cessa ry ~—Th: most important consid- one think at a time they are thinking right, so far as 
cope ‘rativn a displayman must window displays are concerned, but when the cus- 
es *. lve shirt board trims is neat- sa ‘ thik: Gah ; eT ee PRES 

ispley; ness--when wrinkles appear tomers see an ink otherwise, s just one mass, 
nged to the board is not merchandised just a mass in a million. When the customers see the 


properly— (Continued on page 68) 
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—The original drawing for this “L” window is found at 

the top right. If this display were reproduced in an 

island window, a clever arrangement would be to make 

an island of damask draperies around which the net 
materials would be displayed— 
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—Not a fixture has been used in this interesting display of 

draperies. Every piece of material has been fastened to 

the ceiling and floor of the window. Loop pleating makes 

it possible to secure a drapery effect, an effect that cannot 
be obtained if flat pleating is used— 
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That You 
Like 


- T is presumed the reason so few displaymen 
have tried to readapt interesting displays in 
the past lies in their failure to recognize a 
good display when they see one; in their 
failure to visualize an adaptation, due to their lack of 
display fundamentals, due to the fact that the display 
they liked was not in the same type window they had to 
merchandise, due to the fact that different merchandise 
had been used, or some other such unconvincing argu- 
ment that really has nothing to do with the actual adap- 
tation and use of a good display. 

But some argument must be advanced. Some ex- 
cuse must be proffered to explain why so many stores 
have poor displays, displays executed by displaymen 
who think they are good displays, while so many really 
good ideas, ideas which have proven sales producers, 
go begging for readaptation from the pages of every 
trade paper dealing with display problems. 

Why does an inexperienced displayman think that 
every idea he may have for a window is a “wow?’’— 
ideas that will surpass any effect a “big city” store has 
made. Is it because his inexperience makes him think 
that “any way is a good way to display merchandise ?” 
Is it because he does not know that display is built on 
a solid foundation of rules and principles? Or is it 
because he is one of those fellows who “know it all” 
and canot see any constructive display development ? 

Display has its first firm foundation in THE WIN- 
DOW DISPLAY MANUAL, but until the profession 
called display comes down out of the clouds of “poor 
display arrangement” and gets in and digs down to 
bedrock, where the first principles of The Manual are 
to be found, advancement in display work is going to 
remain right where it is. The individual displayman 
must open his mind to advancement before he can hope 
or start to progress. 

Before we start analyzing the display pictured on the 
opposite page, let us review the chart of standardized 
fixtures and see if we know what each represents: 
(1) Garment or waist stand; (2) accessory stand; 
(3) tee or drapery stand; (4) shirt or easel top stand; 
(5) hat stand; (6) shoe stand; (7) costume, waist, 
coat or shirt form; (8) pedestal and display board; 
(9) boys’ and girls’ wax and leg forms. (The position 
of the line drawn through the fixtures represents its 
anvle in the window.) 

As you will acquire a greater knowledge of display 
work as you study the principles and methods explained 
when we analyze each readapted display, we won't 
dwell for long on display fundamentals. We suggest, 
if -ou are a student of display, that you secure a copy 
of THE WINDOW DISPLAY MANUAL. With 


the Manual you will be able to rapidly acquire a com- 


a 


DISPLAY WORLD 


Re-Adapt the Display 








—Chart of standardized fixture drawings— 


plete understanding of the terms used in analyzing 
these displays and throughout DISPLAY WORLD. 
Such terms as height, balance, angles, back-height, 
stair-stepped, mechanical symmetry, perspective, and 
countless other fundamentals, are defined for the dis- 
playman who realizes that he “does not know it all” 
and wants to learn. 

Drapery Display. 

We will admit that this effective display of drapery 
materials is not a recent creation, but it so vividly sug- 
gests a dramatical presentation of draperies that we 
believe its adaptation will give a store a powerful, sales- 
productive window. It is the essence of simplicity— 
a display that can be reproduced in the oddest shaped 
window, and a display that even a novice, with little or 
no display experience, but with a little attention to 
detail, can reproduce. 

Not a fixture has been used in the display. Every 
piece of material has been fastened to the ceiling and 
floor of the window. If the displayman prefers, a row 
of light wooden sticks can be fastened to the ceiling 
and window floor to which the fabric can be fastened. 
In fastening the fabric in place, use loop pleating; do 
not use flat pleats or tucks. Loop pleating makes it 
possible for the finished fabric to assume a drapery 
effect, an effect that cannot be obtained if flat pleating 
is used. 

Uncut materials have been used exclusively in this 
display. That does not mean that the material cannot 
be cut, or that finished curtains could not be used. 
However, as the display is used to suggest the effective- 
ness of the curtain net and curtain draperies when they 
are made up, the use of uncut materials will give the 
most effective reproduction of this display idea. 
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Thousands of Signs the Whole Year Round 
Cost You Only $15 


EW and artistic signs announcing “Back to 
College,” “The Mode for Fall,” “Christmas 
Gift Shop” or “Early Spring Styles.” 


Attractive signs in windows, on ledges, screens, 
cases. Departmental signs and special signs needed 
at a moment’s notice. 


All these may be yours the year round and cost 
you but $15.00. 


Atlas Artsign Letters are the last word in cut-out 
lettering smartness. The design is ultra-modern— 
the coloring eye-catching yet pleasant. 








Only because of a new method of manufacture is 
it possible to offer Atlas Artsign Letters at so low 


Of very durable con- extra at the regular a cost. 
struction. Letters are moulding price. 
finished in Jade Green, A generous supply of They are stocked for immediate delivery—your 
Orange, White, Black 130 characters in each order will be shipped without delay. Write your 
and Silver. Moulding in set. Also 20 feet of order now. 


moulding (8 strips 30” 


Silver << cio wel long) are included. Extra 
ible moulding for making letters 15c each. Extra 
curved signs may be had = moulding 15¢ a foot. The Atlas Fixture Co. 


2250 Rockwell Ave. Cleveland, O. 








THE NEW “ARTSIGN” 


DISDLAYMERN!? LETTERS 


ECAUSE of a newly perfected process, the last word in 





cut-out letter display signs is now available at a new low 


Make Your Own Price Tickets price in a set called “Atlas Artsign Letters,” according to 
and Window Cards ngs 8 just made by Carl W. Schabitzer, president of 

the Atlas Fixture Company of Cleveland, Ohio. 
A Complete PROFESSIONAL OUTFIT Schabitzer, who has pioneered many novel innovations in 


Six 8-0z bottles of color—5 genuine red sable brushes the fixture and display field, explained that the saving in his 
and everything necessary to enable you to do the work. new letters is effected by stamping the letters from material 





And a 6 Months’ Course of Instruction 
by Jack Paul of the 
New York School of Poster Art and Lettering. 


Special offer to readers § 00 FILL IN 
of DISPLAY WORLD id COUPON 
for a limited time only. BELOW 

















NEW YORK SCHOOL PURPOSE 
of POSTER ART & LETTERING | a 


334 West 44th St. New York City, N. Y. SOOT UE MODERN 


Send me Professional outfit for Display Men and 




































































—“Artsign” letters are very flexible. 


























ae . Even curves and similar formations ar? 

enroll me for 6 months’ instruction. : 
Enclosed find money order _] (J ‘on $10.00 possible— 

As a reader of the DISPLAY WORLD send me SEER sii wii 

additional information about your offer for ° . 

displaymen. Notice Display Managers! 
Name.... Spa Ed a aig ie a vans Bey LR to eee as Pasted and Book Lined, CLAY COATED CARD- 
hw SRO eRe ae Side Wa hf oer ann Maine: ANB Sy. 0 6 eer its BOARDS at a saving. Write for samples and prices. 
6 ae en oe cee es ee Fred’k. D. Goodlander, Box 233, Wabash, Ind. 










































































93! 


rd in 
v low 
ng to 
nt of 


ms in 
in his 
terial 


a 





——___—_ 
cece 





clugust, 7931] 


DISPLAY WORLD 


e Opportunity Exchange e 


63 

















_ 


FOR SALE OR TRADE 


“wo outstanding mechanical 


hristmas displays. New last WE BUY 
vear. Excellent condition. SELL 
*hotos and description on re- EXCHANGE 


iuest. 


A. L. BIXBY 


Wolf & Dzssauer Co. 
Fort Wayne, Ind. 





What can we sell you? 


Mr. Display Man 


You'll find it PROFITABLE to keep in touch with us! 


DISPLAY 
SETTINGS 


USED 
of Every Description 
What have you to sell? 


Decorative Display Clearing House 
3 West 30th Street, New York 


Telephone Lackawanna 4-0925 











WIL LSELL 
BIG TOY ATTRACTION 


as we are discontinuing our toy depart- 
ment. 


Sioux City, Iowa. 





ME —Sideline. Display Photos, all 
un a pate. b nigee sare Cartoons. Art 
ork. Male, female photos, 20 for $1.00, 

yy a 1000, $45.00. Cartoon Books, Noveities. 
Send cash, stamped, addressed envelope. 

Agents, dealers, write. 
PELLETIER COMPANY, zines, postcards, cuts, photos, bought, 
exchanged, developed, reprinted quantity. 
MEYER, GPO Box 471, New York City. 


SALESMEN AND 
JOBBERS WANTED 


In all territories to sell 
item of merit to Display 
Trade. Attractive propo- 


Sex books, maga- 








sition. See our ad in this 








REPRESENTATIVES WANTED 


Displaymean, display services, fixture 

salesmen and jobbers who are interested 

in adding some really fast selling num- 

bers to their lines will find it profitable 

to get in touch with us at once. 

THE GREAT CENTRAL NOVELTY CO., 
236 Main St., Cincinnati, Ohio. 








FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 75c pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and sewed in the top. 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 
South Benton Way, Los Angeles, Calif. 


issue. 


WINDO-CRAFT, INC. 
378 Pearl St, 
Buffalo, N. Y. 


Patented May 20, 

















No Extra Charge { 





for Crating ( and are guaranteed to be in perfect condition. 
These figures must be sold for their actual cost, and import duty. To insure best selec- 
tion, service and shipment, we urgently advise immediate inquiries and inspection. 


Photographs, Illustrations and Prices Will Be Sent Upon Request. 


WE BUY, SELL AND EXCHANGE NEW AND USED DISPLAYS OF EVERY DESCRIPTION 
BUY YOUR NEEDS FOR NEXT XMAS NOW 


Exquisite Mannequins at Close Out Prices! 


We are now offering the entire stock of one of the well-known foreign manufacturers who 
have consigned to us over 300 ladies’ and children’s mannequins, millinery heads, etc., at 
prices never heard of before. These figures were previously sold at: 


$55 -- $95 -- $125 -- NOW 540 -- $55 -- $65 


All of these figures are in the original packing F.O.B. 


New York 


Telephone METROPOLITAN DISPLAY FIXTURE CLEARING HOUSE, Inc. write, 
yey 127 WEST 24TH STREET, NEW YORK CITY ~~ 














less costly than that previously used for cut-out letters, and 
by providing a novel base, also of inexpensive manufacture, 
in which to stand the letters. 

“Cut-out letters for manual sign making are not new,” 
Schabitzer said. “In fact, they are so extremely popular at 
Present that you see them in window and counter displays 
Wherever you turn. But these block letters, cut from wood, 
not only are costly, but lack the fineness sometimes needed 
to carry out the mood of a display. 

“Artsign letters are stamped from one-quarter-inch ma- 
teri-1 which, besides cutting their cost, lends them a delicacy 
and distinction new in cut-out letters.” 

“he new letter is equipped with a small flange at the 
bott:m which slips into a slotted rack in order to make it 
stan | erect. These racks, themselves attractively made, can 
be hid either in straight or flexible sections, the latter lending 


themselves to curves and similar formations. The letters 
themselves are to be had in orange, black, jade green, white 
or silver, and the racks in black or silver. 

The letter alone stands 4% inches high. When placed in 
the rack, the overall height is five inches. 

One highly desirable feature of the Artsign letter is its 
extreme flexibility—one of the reasons for the popularity of 
the cut-out letter. With such letters, the combinations and 
uses and signs possible are limited only by the ingenuity of 
the display manager. 

The Artsign cut-out letter set consists of 130 characters 
and twenty feet of rack in thirty-inch sections. This equip- 
ment can be added to in any quantity of letters or length of 
rack desired, thus increasing its flexibility in uses. 

The letters themselves are copies of an extremely attrac- 
tive and readable face of type. 











ARISTO-CRAFT 
Cut-Out Letter Alphabets 


A modern 4” letter, made of the best 4” composition board 
obtainable. These Ittters are prepared in font sets, includ- 
ing characters and numerals, complete with sections of 
slotted moulding to hold the letters. Each set packed and 
shipped in a corrugated compartment box suitable for a 
permanent container. The letters can be had in Green, 
Orange, Black, White or Silver, and the mouldings in 
Silver or Black. Aristo-Craft letters are die-cut and our 
prices on these sets are approximately 50% lower than they 
can be produced otherwise. 


Write for prices and particulars. 





WINDO-CRAFT, Ine. 
378 Péarl St. Buffalo, N. Y. 











The F'ountain Air Brush 


The World’s Standard Air Brush for Over 40 Years 
Greatest Durability for Show Card and Sign Writers. 


== Illustration 3/5 actual size. 












When properly repaired Thayer & 
Chandler Airbrushes are the equal of a 
new Brush—Easy to handle and keep 
in order. 


Thayer & Chandler 


NEW ADDRESS: 910 West Van Buren St. Chicago 
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Wake Up Your Windows! 
Universal Turntables 


STIMULATE INTEREST—INCREASE SALES 
Always the best. Electricity cost less than 50-watt light. Fully 
warranted, fool proof and reliable. Rent on trial; purchase optional, 
if desired. Cash discount. 


ELECTRIC WINDOW SALESMAN CoO., 





46 Cornhill BOSTON, MASS. 








LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORE 














When writing advertisers please mention DISPLAY WORLD 





August, 1931 


BUSINESS RECOVERY INDICATED BY 
THE LEIPZIG FAIR 

Widespread business recovery is indicated by the variety) 
of exhibits and the buying frame of mind of the nation: 
which will attend the Leipzig Trade Fair this fall. Th: 
historic fair, approaching its 700th anniversary, has lon; 
served as a barometer of business conditions and tendencies 
The fall fair will attract 180,000 buyers from seventy-tw: 
countries, including 1500 from all parts of the United States 
This country will also be represented with some 200 exhibits 
The fall fair will be held from August 30 to September 3. 





FELT DISPLAY BROCHURE 

A very attractive and valuable booklet has just come from 
the press that will be of interest to displaymen and retailers 
everywhere. It illustrates fifty good display and poster ideas 
featuring the use of cut-out felt letters, strips and illustra 
tions. It is issued by W. L.. Stensgaard & Associates, Inc., 
891 Merchandise Mart, Chicago, and will be sent free upon 
request. 





Felt for Modern Displays 


(Continued from page 25) 

Which of the many hundreds of tribes of inner 
Asia was the original inventor of felt it is impossible 
to ferrett out in the present state of our knowledge. 
The beginnings of the art are lost in the dawn of 
human civilization. Neither the ancient Scythian nor 
the ancient Turkish—both nomadic—tribes had any 
system of writing so that no records of their earliest 
history are preserved in their own languages; for 
all that we know about them we are indebted to the 
records of the Chinese and the Greeks. 


Today As in the Far Off Yesterdays. 

RCHAEOLOGY, to some extent, comes to our 

rescue, for some ancient remains of felt have 
been discovered in Central Asia. More than that, the 
ancient mode of life of the Turkish, Mongol and 
Tibetan tribes is still preserved in full vigor; they 
still manufacture felt as their ancestors did thousands 
of years ago, they still utilize it for exactly the same 
purposes. By combining historical, ethnological and 
archaeological methods the early history of felt can 
be reconstructed with a fair degree of accuracy and 
completeness. 

The primitive process of manufacture is practically 
the same everywhere. The principal instrument used 
is a large mat. The wool is spread out on this mat, 
layer upon layer, until the desired thickness is secured, 
the wool for the upper layers being generally of a 
better quality or finer texture than that in the interior 
and lower layers. Grease or oil mixed in water serves 
as fulling agent. The mat is rolled up under firm 
pressure with the feet (some people use the back of 
the forearm in this process), then it is unrolled and 
rerolled from the opposite end. 

This manipulation of rolling forward and back- 
ward occupies a considerable time; revolving is con- 
tinued for four or five hours, when the fibres beconie 
firmly and closely felted together. The felt is now 
taken up, washed, dried, and again stretched on tlie 
mat and dried in the sun. Colored patches of felt or 
wool are arranged on it in India and Turkestan, aud 
the whole is then again subjected to the rolling process 
for several hours, when the material is completed aid 
fit for use. 
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CAN BUY THE 
, y) 
0 


ON EASY TERMS! 


IMMEDIATE PROFITS that you can easily make with the 
Cutawl, will pay for it over and over, long before your last install- 
ment is due. Today’s competition demands better Signs, Screens, 
Stencils, Window Displays, Cutouts of every kind. The Cutawl 
has no equal for this work. And anyone can operate it! 


10 DAY FREE TRIAL OFFER 


Send for the Cutawl for 10 days FREE use. If you are not more 
than satisfied we will take it back, and you won't owe us anything. 
But when you see the variety of paying work it does for you 
you ll want to keep it. And our easy payment plan will spread 
the cost so that the Cutawl will not only earn the monthly pay- 
ments but make you a handsome profit besides. 


120 Page Book 
“CUTAWL DESIGNS” 


Here is the latest book with the most 
varied range of modern designs yet 
issued. Any display man can ac- 
curately reproduce them. 71 original 
drawings of beautiful scrolls, car- 
touches, stair rails, floral and figure 
treatments—and photographs of 67 
of the most notable window and interior displays in America. A 
rich mine of suggestions. Ask us about this unusual book. 


MAIL THE COUPON RIGHT NOW 


For Full Information On the Cutawl and Accessories 





13 So. Throop St. 


CHICAGO, ILL. Send 


Cutawl. 


Model K7 


information on the 
Cutter, Circle Cutter, and Saw Table. 





New Adjustable 
Bevel Cutter 





Saw Table 
and Saw 
Support 





he 


International Register Co. 


[] Pease send catalog prices and complete description of the 


8 


Cutawl Accessories—Bevel 


[] Tell me more about “Cutawl Designs.” 


[] I am interested in your Time Payment Plan (Our Time 
Payment Plan applies only to the United States.) 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 


MENT, DECORATIVES, ACCESSORIES AND 


AIR BRUSHES 
er - Ang Daily, Inc., 126 E. Third St., Dayton, 
° 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

Thayer & Chandler, 913 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR BRUSHING ON TEXTILES 


National Process Ill. Co., 419 Kerrigan Ave., 
Union City, N. J. 


AIR COMPRESSOR UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 
The Wold Air Brush Mfg.-Co., 2173 California 
Ave. Chicago, Il. 

AIR PAINTING UNITS 
Paasche Airbrush Co., 1902 Diversey Parkway 
Chicago, Ill. 

ARTIFICIAL FLOWERS 
i Adler-Joneg Co., 651 S. Wells St., Chicago, 
Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
vcite Roman, 110 W. Forty-sixth St., New York 

ARTIFICIAL PLANTS 


Chelsea Botanical Products Co., 107 W. Twenty- 
Seventh St., New York City. 


BACKGROUND COVERINGS 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


BACKGROUND PANELS 
Compo-Board Co., 4436 Lyndale Ave., No., Min- 
neapolis, Minn. 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, IIl. 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SETTINGS 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
4 Adler-Jones Co., 651 S. Wells St., Chicago, 


Ferryman Art Studios, 17 W. Thirty-first St., 
New York City. 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 
BACKGROUND SCREENS 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 
BOLTING CLOTH 


Geo. E. Watson Co., 164 N. Lake St., Chicago, 


Il. 
BOOKS ON DISPLAY 
McGraw-Hill Book Co., 370 Seventh Ave., New 
York City. 
CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 
—. L. Daily, Inc., 126 E. Third St., Dayton, 


0. 
National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Il 


CARD HOLDERS 
J. B. Timberlake & Sons, Jackson, Mich. 


Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 
CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COLOR SCREENS 
Diamond C Quality Brand, 78 Cliff St., New 
York City. 


COMPOSITION BOARD 
Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 
Lutz & Sheinkman, Inc., 2 Duane St., New 
York City. 
CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUTTING MACHINES 


{International Register Co., 13 S. Throop St., 
Chicago, Ill. 

Portable Elec. Tool Corp., 67 Walnut St., Fitch- 
burg, Mass. 


CUT-OUTS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 

Paper Service Co., 28 N. Sixth St., Philadel- 
phia, Pa. 

Whiting-Patterson Co., 386 Fourth Ave., New 
York City. 


DISPLAY CARD MACHINE 
Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 
DISPLAY COUNSEL 


Window Advertising, Inc., 00 Fourth Ave., New 
York City. 


DISPLAY FIXTURES—GLASS 


Friedland & Levine Bros., Inc., 201 Chrystie St., 
New York City. 


DISPLAY FIXTURES—METAL 


— Bros., 205 W. Thirty-sixth St., New York 
y. 





He eadquarters for everything 
NEW in Display Fixtures 


BRAGER BROS. 


205 West 36th St. near 7th Ave. 
NEW YORK CITY 














SPECIALTIES 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

L. A. Darling Co., Bronson, Mich. 

The Display Center, 1440 Broadway, New York 
City. 

Hugh Lyons & Co., Lansing, Mich. : 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

The Display Center, 1440 Broadway, New York 
i 


City. 

Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 

The Varnum Mfg. Co., Inc., 116 E. Chicago St., 
Jonesville, Mich. 


Display Fixtures—Wrought Iron 
— Center, 1440 Broadway, New York 


DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

—_ Form Co., Inc., Aurelius Ave., Auburn, 

Y 


Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 
DISPLAY NOVELTIES 


~ Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. : 
Display Specialties—Wood 
Regent Specialties, Inc., 768 Lyell Ave., Ro- 
chester, N. Y. 
DOLL-STANDS—METAL 
Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill 
FABRICS FOR DISPLAY 


Hy-Sil Mfg. Co., Revere, Mass. 

Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 113 W. Forty-eighth St. 
New York City. 


FELT FOR DISPLAY 
Western Felt Works, 4029 Ogden Ave., Chicaz®; 


42 E. Twentieth St., New York City. 
FLOOD LIGHTS 


The Frink Corp., 369 Lexington Ave., New York 
City. 








(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns) 
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Complete Trade Directory of Window Display and Store Equipment, Decoratives, Accessories and Specialties 
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FORMICA 


The Formica Insulation Co., 4662 Spring Grove 
Ave., Cincinnati, Ohio. 


FURNITURE—SHOW WINDOW 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 
R-flector-Hardware Corp., Western at Twenty- 
econd, Chicago, Il. 


GELATINE SHEETS 


ee C Quality Brand, 78 Cliff St., New 
vork C3: 

Roo em 367 Hudson Ave., Brooklyn 
N.e 


> 


HOSIERY DISPLAY FORMS 


mee ae Co., Inc., Aurelius Ave., Auburn, 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


JEWELRY FIXTURES 


Jersemann & Wolly, Inc., 140 W. Twenty- 
second St., New York City. 

Morel Mfg. Co., 38 W. Thirty- second St., New 
York City. 


LETTERING BRUSHES 


— Daily, Inc., 126 E. Third St., Dayton, 
0. 
" E. Watson Co., 164 W. Lake St., Chicago, 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 
a" Sheinkman, 2 Duane St., New York 


MANNEQUINS 


Nonpareil Co., 448 Fourth Ave., New York City. 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Il. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, III. 


MECHANICAL DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 


Displays Animated Co., P. O. Box 374, Glen- 
dale, Calif. 

General Stamping Works, 127 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 127 W. Twenty-fourth St., New York City. 
Modern Art Studios, Inc., 4234 Drummond Place. 
Chicago, I11. 


The Reinhold Studio, 8 Upham St., Revere, 
Mass. 


MILLINERY HEADS 


Ralph A. Freundlich, Inc., 48 E. Twenty-fi 
St., New York City. ag pe dieing 


MODEL. DISPLAYS 


Francis W. Kramer Studios, 5252 W. Kinzie St.. 
Chicago, Ill. 


MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 


NORTH RIDGE PINES 
North Ridge Brush Co., Inc., Freeport, Ill. 


ORNAMENTS—-WOOD 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave. 
S. W., Grand Rapids, Mich. 


Papier Mache Decorations 


Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 


PLUSHES 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


POSTERS 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 

Lutz & Sheinkman, 2 Duane St., New York 
City. 


PROJECTORS—ENLARGING 


Brischograph Co., 92 E. Lakeview, Columbus 
Ohio. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 


REFLECTORS—WINDOW 


The Frink Corp.. 369 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 


Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 

The Koester School, 314 S. Franklin St., Chi- 
cago, Tl. 


Schools—Display Merchandising 


MacLeod Institute. Scientific Display School, 
246 Eighth Ave., New York City. 


Schools—Window Decorating 


The Koester School, 314 S. Franklin St., Chi- 
cago, Til. 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, IIl. 


SHOE DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Il. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Il. 


SHOW CARD COLORS 


~~) Daily, Inc., 126 E. Third St., Dayton, 
hio. 


Thaddeus Davids Ink Co., Inc., 95 Vandam St., 
New York City. 


Show Card Printing Outfits 


National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 
=> Daily, Inc., 126 E. Third St., Dayton. 


Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago, Il. 

The Wo'd Air Brush Mfg. Co., 2173 N. Calt- 
fornia Ave., Chicago, Ill. 


Show Case and Counter [-efleciors 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


SIGNS—BRASS AND BRONZE 


Art In Bronze Co., Inc., 1621 E. Forty-first 
St., Cleveland, Ohio. 


SIGNS—GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, I1l. 


SIGNS—WOOD 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


Silk Screen Process Supplies 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 


SPOT LIGHTS 


The Frink Corp., 369 Lexington Ave., New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Il. 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourh Ave., New 
York City. 


TURN TABLES 


Electric Window Salesman Co., Inc., 46 Corn- 
hill, Boston, Mass. 

General Stamping Works, 127 W. Twenty-‘ourth 
St., New York City. 


VALANCES 


Acme Drapery Co., 117 W. Thirty-thi:d St.. 
New York City. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

S. Goldberg Mfg. Co., S. W. Cor. Sixth and 
Arch, Philadelphia, Pa. 

Rawson & Evans Co., 710 Washington Bivd., 
Chicago, Ill. 


VELOURS 


Miracle Fabrics Co., 113 W. Forty-eighth St., 
New York City. 


VELVET-COVERED FIXTURES 


Morel Mfg. Co., 38 W. Thirty-second Si., New 
York City. 


VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 


Morel Mfg. Co., 38 W. Thirty-third St., New 
York City. 


WALL BOARD 


Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


WAX FIGURES 
Display sa age Corp., 16 W. Thirtieth St., 


New York City. 
Mileo, 44 E. Eighth St., New York City. 


Window Display Installations 
Window Advertising, Inc., 300 Fourth Ave., 
New York City. 


WOOD CARVINGS 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave., 
S. W., Grand Rapids, Mich. 








(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 








Writing to Any of These Concerns) 
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THE MERCHANTS WINDOW DECORATING 
SERVICE IN LARGER QUARTERS 

J. Graham Waters, head of the Merchants Window Deco- 
rating Service, announces the removal of his organization to 
larger headquarters at 1811 Dorchester Road, Brooklyn, 
N. Y. The move was necessitated by increasing installation 
orders. Mr. Waters specializes in the Long Island district 
which is particularly active just now due to the heavy vaca- 
tion season now on. 


Out of the Mail Bag 


(Continued from page 3) 

windows referred to in your letter. We have no way 
of knowing the limitations of the budget of the store 
in whose windows the displays appeared, but our 
suggestions are that of a simple panel or a series of 
panels suggesting—in one window—sport scenes like 
a man teeing off, the kick-off, diving, throwing a 
basket, etc., and a wedge of ducks, a duck blind, a 
group of decoys, etc., (actual atmospheric presentation 
of goods being used)—the displays would have been 
measurably improved. 

The use of flowers of an artificial variety for win- 
dow background work is good when they are in good 
taste and when, like thesbackground, they are merely 
atmospheric. We think that the flowers in question 
are too elaborate for the displays. That, however, 
does not mean that flowers could not be used in the 
displays in question. However, you would not be 
likely to find flowers of the type used in or around a 
golf course, a swimming pool, a basket ball court, a 
football field or on a hunting trip. 


¥ 





Reply. 
DISPLAY WORLD: 

I am acknowledging your letter of July 11 with 
much appreciation. 

Your suggestions have been of great help to us in 
the work we are putting over and we expect to use the 
valuable hints conveyed in your letter many times in 
the future. 

The students voted a unanimous vote of thanks to 
DISPLAY WORLD in helping to solve these problems. 


Talking About Shirts 


(Continued from page 59) 
results of such thinking on the part of displaymen it 


usually takes a week to feel out the effect, nothing 1s 
predominating, nothing is in order, nothing is in 
sequence. 

When we speak of using or thinking one idea at a 
time we mean in window displays and in shirt displays 





-in particular, to get an idea and carry that idea out 


throughout the entire display. If you start to mer- 
chandise a group a certain way, use the same met- 
chandise effect in every group, securing your contrast 
with angles and heights and balance. 

When you arrange a shirt display or a display of 
any other type merchandise and you start using this 
effect on this shirt board and that effect on that shirt 
board your display becomes a mass of unassociated 
effects. No matter how carefully each effect has beet 
executed or how much time and thought you have 
put on the trim it will fail to click because it will not 
have order and simplicity, everything will be in con 
fusion. 
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Interior overhead display incorporating Nile Green 
and Sand colored Billowpak, designed by Harve Fer- 
till, Neighborhood Stores Display Service, Chicago. 





a. to ILLOWPAK is proving marvelously adaptable 
mr to attractive display effects. It is astonishingly 
easy to use. With just two paper clips, for instance, 
you can form a beautiful. pillar that will support a 
25-pound weight. 
‘men it You can make easels, panels, pedestals, back- 
hing is # grounds, lamps, translucent screens, floors, cut-outs. 
- is in @ Practically any desired color harmony or contrast may 
| be had, Light and shadow effects are very attractive. 
Startling new effects can also be obtained by using 





lea at a ae 

it ks silk screen process printing—on the back or front— 
; ii . In combinations of colors, or silhouettes in unlimited 
— ya shapes and forms. Or beautiful and unusual results 
o mef- 


tan be obtained by fast air-brush painting. You can 
1€ mer Buse illustrations which tie up with magazine or out- 













a st s3 : Half-size photo of Billowpak; comes in rolls 40 
ontra door advertising campaigns. inches wide, 10 feet long, in many colors, rainbow 
Mail coupon and we will be glad to send color effects, marble and interesting seasonal designs. 

play ol samples, prices, etc. - oe oe oe oe oe oe oe ee oe oe —— oe oe oe oe oe S23 ew ew RK MNP ww NM wm wm ewe ee ee 
ing this KIMBERLY-CLARK CORPORATION, Mfrs., Neenah, Wis. 

t shirt Address nearest sales office at: 
a ; 8 S. Michigan Ave., Chicago 142 E. 42nd St., New York City 
sociated 
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Mr. L. J. Engel, . 
Einson-Freeman Co. Inc., 
Star & Borden Aves., 
Long Insland City, N.Y. 


Dear Larry: 


The trade tells us again thfs year,/as they did last year, 

that the window display. yow designed for us in connection with 
the Modess Vacation S: is one of the best displays of 

the year. In fact, our representatives report that their 
customers are even more enthusiastic, if such is possible, about 
this year's display. 


We believe this appreciation ip sincere, because in order to 
secure a display the merchant was required to purchase a 
definite quantity of Modess.- 
: 
Our broadside featured the display in this manner: - 
. é 
As was the case last year, this display can 


mG RE Ny. 3 Kil EINSON-FREEMAN CO. 


any reason it is impossible for you to 
purchase a gross, an attractive counter display LITHOGRAPHERS- 
ee Ee Ton ease. OFFICES AND MANUFACTURING PLANT 


Ser _gennedh Sh saerensing wae Wee ee paschases by the trafe, STARR AND BORDEN AVENUES 
believe, is due to insist: the creation of ee 
Rani ics Gay 0 cottadntiomnineg coo. LONG ISLAND CITY; NEW YORK | | 


New England Office * $02 PARK SQ. BLDG., BOSTON, MAS6. 
Western Office - WRIGLEY BLDG., CHICAGO, We 
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John M. Van Horson AS h 
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% We are happy to share in so success- 
ful.a window display by creating the 
idea and manufacturing the material. 


ae display 


adverfising 


Inventors and Manufacturers of the Einson-Freemaw 
Patented Double Tier Container. Licensees for Can 
Somerville Paper ‘Boxes, Ltd., London, Ontario, Cam 
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